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Jefferson Knife Blade Fuses are renewed speedily. 
Only one cap to hold. Loosen studs a little and hook 
in the link. 
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Jefferson Ferrule Type has only three parts and the 
link. No loose washers to worry with. Links have 
rounded ends for speedy insertion. 





Proved Sales 
with 


Electric circuits have no respect for cur- 


tailed budgets. Fuses blow and have to be 
replaced regardless. For they are neces- 
sities for which safety permits no make- 
shift — a sales volume you can depend on. 


And in another respect Jefferson Re- 
newable Fuses mean "proved sales."’ Thou- 
sands of production executives will use no 
other fuses than Jefferson Renewables be- 
cause Jefferson (Union) Fuses gained their 


Proved Fuses 


place decades ago and have held it ever 
since—because their simplicity and design 
assure speedy renewals — because their 
quality and exclusive venting assure re- 
peated renewals. 


Push Jefferson Fuses at every oppor- 
Make the most of this business 
which is always available—yours for the 


urging. 


tunity. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) IIlinois 
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RENEWABLE 
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LECTRICAL WHOLESALING iS 

a magazine for both ex- 
ecutives and salesmen of elec- 
trical wholesalers and spe- 
cialty distributors. 


For 12 years the editorial 
efforts of THE JoBBER’s SALES- 
MAN have been directed to 
sales and management prob- 
lems of electrical wholesalers. 
This service is now continued 
and extended by ELEctRIcAL 
W HOLESALING. 


Also, with a keen apprecia- 
tion of the problems facing 
the electrical specialty dis- 
tributor, ELEctRICAL WHOLE- 
SALING renders him a special- 
ized editorial service in the 
Appliance Distribution Sec- 
tion, 


The news columns, always 
an important feature of THE 
JopBer’s SALESMAN, are now 
extended to include specialty 
distributors as well as elec- 
trical wholesalers. 


Subscription: U. S., $1; 

Canada, $2, including 

duty. All other countries, 
$1.50 per year. 


Entered as second class 
matter January 25, 1932, 
at the postoffice at Chi- 
cago, Illinois, under the 
Act of March 3, 1879. 
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Electrical Trade 
Publishing Co. 
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“WELDED: 


(More fryudar than Ever 


...and MORE PROFITABLE! 


Ever since Steeltubes was first introduced it has been a popular item 
with the jobber. 

Steeltubes is a ‘“‘door opener.”’ It enables jobbers to line up new 
accounts. It makes the contractor’s dollar go further . . . leaves more 
money for additional wiring . .. a more complete electrical job. Long 
ago it proved its merit as a stimulator of sales of other electrical 
supplies. 

Steeltubes quickly became popular. It has always been profitable. 
Today it is more popular ... and more profitable than ever. 

For the Steeltubes picture has changed. Prices are lower, both 
on Steeltubes and fittings. And the Steeltubes fittings have been 
improved . . . simplified. 

More than 30,000,000 feet of Steeltubes have been installed in 
homes, apartment buildings, hotels, public buildings, factories and 
other structures. The demand is established. It is rapidly growing. 
And it is making worthwhile profit for the jobbers who sell it, and 
for the contractors who use it. 

Be sure your salesmen have the facts about Steeltubes. We’ll gladly 


answer your questions about this modern Electrical Metallic Conduit. 


Electrical Division STEEL AND TUBES, INC. Cleveland, Odio 
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Adequate Margins 


emphasizes the seriousness of a situation which 

faces all wholesalers of electrical supplies. Exist- 
ing profit margins on many supply lines are far from 
adequate to cover the cost to the wholesaler of per- 
forming his three functions of warehousing, selling 
and collecting. 


iE case study appearing elsewhere in this issue 


In the particular case cited above low margins on 
supply lines were the principal factor contributing to 
a 5.2 per cent operating loss in 1931. This loss was 
incurred in spite of the fact that every reasonable 
economy was effected ;—personnel was reduced, duties 
reassigned, salesmen’s compensation revised, and de- 
livery expenses lowered. There are no “stuffed shirts” 
in this organization. The general manager himself led 
his sales force in volume of business personally secured. 


There is but one solution not only for this particu- 
lar house, but for the hundreds of electrical supply 
wholesalers who are facing this same problem. This 
solution is AN ADEQUATE MARGIN ON EACH AND EVERY 
LINE. To depend upon certain profitable lines to offset 
operating losses incurred by other lines which carry 
inadequate margins is obviously unsound. 


It is the custom of manufacturers to issue suggested 
resale price sheets. In most cases these are inserted 
without change in the price books of the wholesaler’s 
salesmen. Where these suggested prices carry inade- 
quate margins the wholesaler is at liberty to disregard 
them and to set his own resale at a point where he can 
be assured of a fair profit. This has been done in sev- 
eral cases. The wholesaler under discussion, for ex- 
ample, quotes carton prices on standard package quan- 
tities on one of his principal supply lines. 


In another city wholesalers refuse to follow manu- 
facturers’ sheets where the profit is too low. They 
have raised their selling prices on many lines to a point 
where an adequate profit is secured. The spirit of co- 
operation existing among this group of wholesalers 
has made possible this general policy. There is no 
agreement in restraint of trade and no formal associa- 
tion, Each wholesaler sets his selling price on his own 
individual initiative. When a wholesaler believes he is 
selling a line at a loss he has a study made of his 
actual costs on this particular commodity. He then 


draws up and adopts a resale schedule which will show 
him a fair profit over and above his costs as revealed 
by this study. Experience has shown that his competi- 
tors, of their own initiative, will follow his lead and 
revise their schedules so that they, too, will secure a 
fair profit on the line in question. 


Such revision of resale schedules by individual 
wholesalers cannot, however, be depended upon to 
solve this problem nationally. It requires a mutual 
confidence among competitors which unfortunately is 
lacking today in many cities. Before this necessary 
confidence could be developed much serious damage 
would be done. Even if immediate local action were 
possible in all cities, such a policy would result in a 
chaotic hodge-podge of resale schedules throughout the 
country as a whole. 


The situation is most serious. It is a national prob- 
lem. Unless it is soon solved many wholesalers will be 
forced out of existence. The capital of the wholesaler 
mentioned above, for example, will be completely 
wiped out before the end of next year at his present 
rate of loss. 


UPPLY manufacturers can secure distribution 
much more economically through electrical whole- 
salers who handle many lines than they can through 
sales offices handling their own products only. Thus 
it is of vital interest to them that their wholesalers 
handle their lines at a profit. 


And these manufacturers alone have the power to 
correct the situation. Whenever necessary they can re- 
vise upwards their suggested resale schedules so as to 
provide their wholesalers with an adequate margin of 
profit on each of their lines. This they can do without 
delay. 


While, in the past, many wholesalers might have 
passed on to their customers any increased margins, 
there is no danger of this today. Events of the past 
two years have impressed indelibly upon them the fal- 
lacy of giving away any profits. 
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Where non-metallic 
wiring systems are permitted, 


recommend ¢hese Anaconda products 


DuRADUCT. .. the original 


single wall loom with the roller 
bearing wire-way. Still the leader. 





DurRAx ... sleek-finished non- 


metallic sheathed cable. Quality 
materials throughout. Easy to strip 


and install. 


..- The complete line of Anaconda 
wire and cable products, includes 
Rubber-covered Wire... Armored 


Bush Cable... Flexible Steel Con- 
duit... FlexibleCords...AntennaWire...Annun- 
ciator Wire...Lamp Cord. ,. Lead Covered Cable 
... Fixture Wire...and enough others to total 81 
in all. Name the wires and cables that you sell 

/\ ...we make them. 
ANACON pA 


from mi _ * — 


























PAY.OFF, 





ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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Extension Wiring CAN 


Wholesalers are leading an activity in Charlotte, N. C., which 
has brought together contractors, wiremen, inspectors, 
architects and the utility in a single cooperative movement 


T is immensely difficult for any of us 
as individuals to change a habit which 
has been nursed for several years. 
Business organizations are made up of 


By 


Illuminating Engineer 


Charlotte, N. C. 


individuals and those individuals have 
formulated certain routines of conduct- + 
ing business which have in a sense be- 


come a habit. 


Today we are faced with many new 
problems in business which cannot be 


met by our usual business procedure. This is particu- 
larly true with electrical contractors and the forces that 


affect the wholesaler. 


There is no volume of new building today on which 
the contractor can depend for new business. Even 
revamping of old buildings is at a low ebb. Odd jobs 


of repairing and small wiring 
have also dropped to an 
alarming degree. The con- 
tractor cannot stay in business 
at a profit unless present vol- 
ume is improved. 

Thus a change in business 
routine is necessary. Instead 
of waiting for someone to ask 
for an estimate or to call for 
a small wiring job, the con- 
tractor must go out and create 
it. 

Realizing this situation the 
electrical wholesalers of Char- 
lotte, N. C., cooperating with 
the contractors, manufactur- 
ers and utility have organized 


Reprints of the opening advertise- 

ment of the campaign were mailed, 

together with a letter, to 1,500 se- 
lected prospects 


ROY A. PALMER 


Southern Public Utilities Company 


Be Sold 





Roy A. Palmer 


a campaign to modernize wiring in homes. The idea 
was predicated on the fact that there is scarcely a home 


which is adequately wired and that while people gen- 






















For Greater Electrical 
Economy and More 
Convenience 


Lack of proper switches and outlets in your home is preventing you 
from turning on lights when you need them and turning them oft when 
they are not needed. Look over this list and check the items which you 
do not have now. Every one of them means greater econumy, comfort, 
convenience, safety and usefulness to your home. 








Charlotte Electrical Association 


Call 5644 or one of the electrical contractors listed below to secure 
an estimate on any of the above items. 





Electric Co. Tel. $414. Hasty Electric Co. Tel. 7679. 
inn Electric Co. Tel. 6086. 
R. H. Bouligny, Inc. Tel. 3-2580. z . 
Elec. Repair Co. Tel. 8173. Service Electric Co. Tel. 2-3604. 
City Electric Co. Tel 4898. 
Harrison-Wright Co. Tel. 3-6145. 
Winchester Electric Co. Tel. 





erally are hesitant about spending money due to reduced 
income and unemployment, nevertheless there is a cer- 
tain group who can afford and will buy those things for 


which a strong enough desire is created. 

The campaign developed as a result 
of forming the Charlotte Electrical As- 
sociation which in turn was an out- 
growth of a series of meetings held in 
Charlotte during the first part of the 
year. These meetings constituted a 
Lighting Institute at which nationally 
known authorities spoke on various 
phases of the lighting business. The 
speakers were selected so that both the 
engineering and sales viewpoints were 
presented. Thus a broad conception 
was given those attending of the tech- 
nical features of wiring and lighting, 
new developments and their application, 
market analysis and selling. 

The meetings were held weekly and 
were attended by upwards of 100 elec- 
trical men from Charlotte and other 
cities within a radius of 100 miles. 

The theme stressed in each of the 
meetings was cooperation. The need 
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for coordinated effort on 
the part of the entire in- 
dustry at this time was 
brought out by various 
speakers. Previous to 
these meetings, each 
group of the industry 
went their own way in- 
dependently with consid- 
erable enmity and lack of 
ethical standards among 
the individual members 
of some of the groups. 
At the final meeting of 
the Lighting Institute a 
committee was organized 
to draft a plan for a per- 
manent organization. 
Representatives of the 
wholesalers, | manufac- 
turers, contractor-deal- 
ers, utility and architects 
were on this committee. 
A constitution and by- 
laws were drafted and 
adopted at an organiza- 
tion meeting on March 
14 and the Charlotte 
Electrical Association 
was formed. Since that 
time regular meetings 
have been held each 
month with excellent at- 
tendance and a high de- 
gree of enthusiasm. This 
association has created 
an enthusiastic good will 
among even such related 
industry groups as the 
architects who attended 
the Lighting Institute 
and are now honorary 
members of the Electri- 
cal Association. 


The enthusiasm has also spread to 
the wiremen employed by contractors 
with the result that they have organ- 
ized an association of their own for 
the purpose of improving their knowl- 
edge of wiring and lighting, keeping 
up with new developments and pro- 
moting such ideas and activities as 
will contribute to the general welfare 
of the industry and the public. While 
their general purpose is much the same 
as that of the Electrical Association a 
separate organization of their own 
gives them more opportunity to work 
more along the lines in which they 


are specially interested. 


In this campaign an effort is being 
made to create resourcefulness among 
Usually, a contractor 
installs only what is asked for or speci- 
fied. A case was cited by one electrical 


the contractors. 
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1S ADVOGATED 


Taking vvgnizance of the move- 
ment recently started by the Char- 
ia lotte Eléctrictil association looking 
toward the modernization of elec- 
tric wirtng in Charlotte homes, W. 
M, Sullivan, city electrical inspector, 
yesterday Geclared that the move- 
ment offers a splendid opportunity 
_| to home owners in Charlotte to mod 

ernize their’ house wiring and to 
eliminate denger where it may exist 
raw /in antiquated wiring 





lotte that does not need additional 
wiring or some improvement in the 
pre-| existing wiring,” said Mr. Sullivan. 
ted.| “The lack of convenient outlets nes- 
ids, | sitates running cords haphazardly 
ant} around the room to supply the va- 
in-| rious lamps, radio end electrical ap- 


firg hazard. 
nt) BELOW STANDARD. 
2 “The use of portable lamps and 
electrical appliances has increased 
ted. | so greatly during the last few years 
that the wiring in homes‘ buft a 
-| cemparatively. few years ago -is in- 
r}comparably below the standard re- 
quired today to achieve maximum 
economy and cenvenience. In most 
homes a baseboard receptable 
should be located every 10 feet of 
usable wall space in the living room, 
other important rooms of the home 
should have at least one on ecch 
}..|side of the room. This will permit 
en-|e@sy and safe connection of any 
In-| amp or appliance and will also per- 
jq-| mit rearringing the furniture around 
a-jthe room without inconvenience. 
Changing many old-fashioned sin- 


ao gle outlet receptables to the double 
laws, outlet fype ‘will be some improve- 
the ment. 


an- “The increasing preveience of 
crime recently has warranted the 
said,| use of lights around the outside o 
ians|the house for protection from ma- 
nto|rauders. Such lights will also be 
the| useful in providing. illumination for 
s-| working in the yard after dark. 
eed “Speaking about yard lights 
brings to mind the new idea of pro- 
ply| Viding decorative lighting for the 
the|s@rden. New equipment is now 
and|&vzilable which permits very beau- 
tiful lighting effects at a vefy low 
cost. 
PLAN COMMENDABLE. 
“I think that the plan which the 

R electrical contractors are sponsor- 
ing to provide more employment for 
electricians by offering all kinda of 
house wiring at extremely low cost 
jea| 18 most commendable. Charlotte 

householders have an opportunity 
“Ito modernize their existing wiring 
“|now while labor and materials fre 

lower than ever before.” 
As- Mr. Sullivan is chairman of the 
Ac North Carolina chapter of the In- 
ven-| ternational Association of Electrical 
tow-| Inspector’, which will hold its semi- 
ays,| annual convention in Char- 
orn-|lotte, June 7 and 2? He has 
become recognized as a national au- 
thority on wiring through his writ 
ings on subjects pertaining to the 
ert-| national electrical code which have) 
with| been published in many trade papers 
throughout the country. 





(MODERN WIRING=' 





rf vi 
“There is scarcely a huine in Char- 


bids | pliances, which greatly increases the e 


















































The city electrical inspector 
endorsed the campaign in a 
newspaper interview 











inspector where he overheard a wireman on the 
job he was inspecting discouraging the placing of 
a light in a closet when the lady of the house re- 
quested it. He averred that it would be uneco- 
nomical to have a light where it would be turned 
on and the door closed leaving it burning. Had he 
been resourceful, he would have commended the 
lady on her desire to have her new home modern 
and convenient and then suggested an automatic 
door switch to turn off the light in the event it was 
inadvertently left burning. 

There are a sufficient number of items available 
to provide more convenience and comfort to the 
householder to enable the contractor to pick at 
least one which has an appeal when the suggestion 
of an ordinary switch or convenience outlet will 
not hasten the buying urge. For example, in the 
Charlotte campaign, outdoor protection lighting 
consisting of lamps on the corners of the house at 
the eaves controlled by switches in the master’s 
bedroom and at some convenient point downstairs 
is being suggested. Garden lighting featuring the 
substantial but inexpensive floodlights now avail- 
able, is being urged. Floor outlets for dining rooms 
have a selling point in eliminating stumbling over 
cords of table appliances stretched from the table 
to a wall convenience outlet. 

These are a few of the suggestions that the co- 
operating contractors are now making to house- 
holders. At the meetings that preceded the cam- 
paign it was brought out that while contractors 
may know about various new wiring devices, it is 
evident that they need to be reminded of many of 
them so that they will have them in mind when 
calling on a prospect and thereby be able to sug- 
gest them whenever an opportunity presents itself. 
It has been revealed that the idea of merely re- 
placing an old-fashioned single convenience outlet 
with a double receptacle did not occur to most of 
the group. The replacement of the single outlets 
by new ones is especially good because it can be 
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A private rose garden in Charlotte was lighted with 100 watt floodlamps as a 


result of the campaign 
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done at a low price which has 
an appeal to the householder 
at this particular time. Yet 
the volume of business and 
profit which can be secured is 
not to be scoffed at. More- 
over, it provides a most ex- 
cellent entree to get into a 
home and enable one to make 
further suggestions for econ- 
omy and convenience that will 
result in the sale of more wir- 
ing devices and more wiring. 

In this campaign a list of 
1500 names was made up by 
the utility company and 
checked from the credit stand- 
point by the credit depart- 
ment. A letter written on the 
Electrical Association’s _ sta- 
tionery and signed by its pres- 
ident was sent out to each 
name on this list. On the day 
previous to the mailing the 
first advertisement was run 
in the local newspapers. A 
copy of this ad was enclosed 
with the letter so that the 
mailing would tie in with the 
newspaper advertising. 

The first ad stressed econ- 
omy and convenience and 
listed several items of wiring 
that are not ordinarily found 
in the home or which are im- 
provements over existing de- 
vices now in use. Subsequent 
ads have featured protective 
lighting, closet lights, floor 
outlets and other conveniences. 

The letter as well as some 
of the advertising emphasized 
the low prices at which wir- 
ing could be secured at the 
present time and mentioned 
the fact that having the work 
done now would assist in the 
local drive to relieve unem- 
ployment. 

The contractors are not 
finding it easy to sell but they 
report that the results are sat- 
isfactory. It was not expected 
to be easy. They had been 












Uneasy 
At Night? 


Strange noises at night 
become less disturbing 
when one can turn on 
lights that illuminate 
the dark corners 
around the house. 



















Are You Making Use of All 


Electrical Conveniences? |}. 
































vier the list below and check the items you do |} ‘vei 
not have mow. ec convenience, ealety end wee co" 
fulness to your home. 
cl 
Additjons! baseboard receptacles. p exe afterl 
Switches at each door entering ® ane ae 
room. 
Basement Jights. 
in every closet. 5 
Pra ights for basement, garage and Be 
Protection lights outside of the = 
illustration is house. i : A 
eee 4 * Garage ights beth outsie and i 
a a. ble wired : rh | EI . | A e e 
.narlotte Electrica ssociation 








all 5644 or one of the electrical contractors listed below to secure 


|Do You Have Plenty | o nn 
Of Outlets ee ee See ES 
In Your Home? 






































HE convenience and 
comfort ‘of your 
home is greatly depen- 
dent upon proper wiring 


A’ extra outlet here and there in various rooms will permit 
you to change the position of your turniture without 
hindering the usefulness of your portable lamps and appli- 
ances. 











Call the phone number below or  affering special, low prices for 
your electrician and ask for an esti- fimited period. ADD THO 
mate on what it will cost to mod-§ ®BEDED OUTLETS A 
ernize the wiring in your home. SWITCHES and help to ¢ 
Charlotte electrical contractors are someone employment. 





-A Convenience That Is 


Very seful and Inexpensive! 


Don’t grope a i 

round i 

pe oe tiled. att Woking for something 1m your closets 

lehted bys — very inexpensively, Closets be 

by « pull chain sang th itt and above the door enatnhe wel 

pete amen ahans lighting can be procured at triflin 
net that it io wood but « few hours © yeu 







Charlotte Electrical Associatia 


Call 5644 or one of the electrical con- 
tractors listed below to secure an estimate 










, . number belo: , 
Anderson Electric Co. ..... Tel. 6414 McGinn Electric Co. ..... Tel your ¢lectrician jw oF offering special 
Auten’s, Inc. - «+ Tel 31179 Robinson Electric Co.. ..Jel. 3] mate on what ania for an esti- limited be lew prices for 
R. H. Bouligny, Inc. Teh. 3-2880 Service "Electric Co. .... Tel 2] emnize the wig °° mod = NEEDE ADD THOSE 
Elec. Repair Co. . Tel. 8173 Lester I. Timmons Tel. 2 an » 















» +. Tel 8173 


Hasty Electric Co, sane pg Winchester * ----+..Tel 2.1363 






A group of campaign advertise- 
ments run in local newspapers 





warned about that before the campaign opened, hence placed on the side of the room where there was no 
they are not discouraged. Not only is the campaign outlet but where she wanted to place the radio. The 
bringing in sales, but the public are being educated re- message was delivered and being good tenants with a 
garding wiring devices which have not ordinarily been record of their rent always being paid on time, an elec- 
put in the home. The availability of these devices and _ trician was called and sent out to put in the desired 
the convenience and added comfort which they provide _ outlet. 
are being brought to their attention. A talk was arranged before the local garden club with 
A housewife living in an apartment saw the first ad- a practical demonstration of garden lighting. This 
vertisement and noticed the suggestion for a radio out- served to create a desire for this type of lighting which 


1 


let. When the rent collector came she asked him to resulted in the sale of about a dozen flood lights within 


request the apartment owners to have one of them the next few weeks. (Turn to page 16) 
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Why Some Salesmen Are Go-Getters 






Back in our school days we learned that all Gaul was 
divided into three parts. Similarly, we may take all sales- 
men — be they electrical or otherwise — and divide them 
into three groups; order takers, missionaries and go-getters 


By HENRY J. BAITINGER 


President, Baitinger Electric Co., 


New York City 


ANY who call themselves salesmen believe that 
M it is quite unnecessary to have any knowledge 

of a product or its uses in order to sell it. In 
their opinion it is only necessary to put a sign on an 
article, call someone’s attention to it and let it sell it- 
self. Those of us who have had years of selling ex- 
perience realize the fallacy of such an attitude. 

Selling has been an art since the beginnings of civil- 
ization when human wants were satisfied by barter. 
While thousands of years ago our forefathers bartered 
grain, cattle and hides, to-day we barter our services 
for money and then exchange this money for automo- 
biles, radios and all the other products of the twentieth 
century. The fundamental principal involved has not 
changed, however. A sale can only be made when a 
desire to buy has been created. Thus, in order to sell, 
the salesman must implant with his prospect an im- 
pelling desire to possess. 

Let us look at this another way. Science has taught 
us in recent years that intensified irrigation, cultivation 
and fertilization of the soil—rather than mere acreage— 
determines the size of the farmer’s crops. Similarly 
in selling, the number of calls made or accounts con- 
tacted has far less to do with a salesman’s production 
than his ability to determine the items which his cus- 
tomers should have and his ability to visualize to them 
the uses of those items and the benefits to be derived 
from their possession. The salesman who would pro- 
duce to-day must have the ability to drive home to each 
prospect the reasons why he should make the purchase. 
These reasons may be increased production, improved 
quality, economy, speed, more leisure, etc. 

We are all acquainted with that class of salesman 
known as the order taker. He never exerts himself 
to do any missionary work. He takes orders for stand- 
ard, every day commodities, but he takes them only at 
a price. His unauthorized price concessions are the 
cause of frequent claims of over-billing, claims which 
put a serious dent in the profits of his house. 

We also have a second group of salesmen who are 
ready and willing to do missionary work. They carry 
samples, show new lines and keep their customers gen- 
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erally informed as to the commodities which they have 
to offer. But here they stop. They fail to follow 
through and show the prospect how he can use these 
products to advantage in his own business. They fail 
to make the prospect want to buy. 

The real salesman, the go-getter, carries on where the 
missionary leaves off. He develops in his customer’s 
mind the desire to purchase. He stimulates the deter- 
mination to buy. In other words, he produces. That 
is why salesmen in this third group, the real go-getters, 
are much sought after and can usually “write their own 
ticket” when it comes to the question of compensation. 

It has been said that the greatest difficulty of the sales 
manager is to secure salesmen who are dissatisfied with 
their compensation. Some men, when they attain an 
income of $30 a week find this amount sufficient to sat- 
isfy their wants and their ambition to further increase 
their earnings is stifled. Others become contented at 
$40, still others at $50 and so on up the ladder until a 
few emerge at the top who are real go-getters, always 
striving to earn more money and never satisfied. 

Perhaps you have heard of the chain store manager 
who paid his salesmen a flat salary. His sales remained 
constant, so he lowered salaries and added a small com- 
mission on all sales over a certain amount. His sales 
increased until the earnings of his men reached their 
former level and then stopped. He reduced commis- 
sions and again his sales spurted until the same income 
level was reached. These salesmen would not strive to 
increase their incomes beyond the point where their 
immediate needs were satisfied. 


FTEN when called on the carpet by his sales man- 

ager and accused of failing to carry samples a sales- 
man will plead that he has no new ones to show his cus- 
tomers. He forgets the constant, every day, year in and 
year out advertising of the department stores, and of 
the cigarette and chewing gum manufacturers. We see 
their ads daily in our travels and, try as we may, we 
can’t forget the products advertised. And this is just 
why the wholesaler’s salesman should not hesitate to 
review his products again and again with his customers, 
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lest they become forgetful of them when a need ac- 
tually arises. 

In the athletic world we see men practicing daily in 
an effort to clip a fraction of a second from their rec- 
ord. We note the musician devoting long hours to prac- 
tice that he may become master of his art. We read 
of circus performers who with infinite patience spend 
years in developing the skill necessary to a flawless per- 
formance, So all through life we learn from those who 
are outstanding figures that their achievements are not 
mere happenstance, but that they are the result of inde- 
fatigable effort and patience. Their achievements are 
usually due 95 per cent to effort and only five per cent 
to genius. The lack of effort put forth by most sales- 
men in developing their selling ability explains why we 
have so many order takers and missionaries, and so few 
go-getters. 


OFTEN marvel at the amount of time some salesmen 

spend reading newspapers. If they would spend but a 
portion of this time studying the commodities which 
they sell, their applications and uses, and would display 
the same enthusiasm for their work that 
they do for baseball, they would soon be 
among the top notchers. But baseball is 
their hobby, selling their livelihood, and 
their greatest interest seems to lie in their 
hobby. 

To become proficient a salesman should 
read his trade magazines constantly. Here 
he will find new products described, here 
he will learn of new uses for old products. 
He will learn of improvements in products 
which make possible better operation or 
increased output, improvements which 
render obsolete products which he has sold 
in previous years. Likewise the study of 
his manufacturers’ catalogs should play an 
important part in the salesman’s efforts 
towards self education. In these he will 
find a wealth of information which will 





cism and doubt. This re- 
quires a thorough knowledge ~ 
of .the product. The pur- 
chasing agent, on the other 
hand, usually requires quite 
a different approach. One 
often gains his favor by tell- 
ing a story which appeals to 
him, or by a luncheon or golf 
engagement. Oftentimes to 
“get under his skin” it is only 
necessary to show a kindly 
sympathy for his every day 
tribulations, whether they be 
at his office or at home, or to 
listen attentively to the latest 
escapades of “junior”. 

In the present market the 
salesman who selects a few 
standard specialties which YL se CETTER I 
are not sold on a purely price 
basis and who thoroughly 
studies these products and their applica- 
tions will have no difficulty in locating 
prospects. He will find that his orders 
will justify his efforts and that his profits 
will constitute a positive net return both 
to his house and to himself. While he 
may produce fewer orders and less volume 
than the order taker, his profits will be 
far greater and, after all, it is profit that 
we are all striving for. 

Another trait of the go-getter is atten- 
tion to detail. He follows through on his 
orders to see that they receive proper at- 
tention, that delivery is made as promised, 
and that his customer is getting the re- 
sults which he anticipated from the use of 
the material. He supplies his prospects 
with literature, catalogs, engineering data 
and wiring diagrams. He sees to it that 














make money for him, once he assimilates 
it. And, if he finds some details that are 
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his prospect’s name is placed on the mail- 
ing list to receive up-to-date information 





not clearly explained, he will always find 

his sales manager or his 
manufacturer’s representa- 
tive ready and willing to give 
help if he will only approach 
them, 

But the real go-getter does 
not let his education rest 
here. He also studies his 
methods of approach. Es- 
pecially with customers who 
are engineers, the salesman 
must study his prospect as a 
fighter studies his opponent 
or as a chess player works 
out a strategy which will en- 
able him to outwit his ad- 
versary. He must study the 
reaction to his sales story and 
be prepared to answer ques- 
tions quickly and correctly. 
Thus he overcomes skepti- 
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as it comes in from the manufacturers. 

To the sales manager I would recall the old saying 
that you cannot teach an old dog new tricks. Many men, 
unsuccessful in other fields of endeavor, turn to sales 
work as the easiest and quickest method of earning a , 
living. Lacking a thorough knowledge of the products 
they attempt to sell and without previous sales experi- 
ence it is not to be wondered at that they turn out to 
be failures as salesmen. There is another old saying 
that “as you bend a twig so will it assume shape.” It 
is my belief that business concerns should conduct some 
form of school. The purpose of these schools would be 
to develop and study the young men in the organization 
and to help these men to rise to positions of responsi- 
bility by imparting to them a knowledge of business 
methods and of the products handled by their house. 
In this manner excellent material would always be avail- 
able for a sales force of go-getters. 

We too often forget the number of years required to 
give us our elementary education. We fail to realize 
that education in the field which is to be our life work 
must, of necessity, require a far (Turn to page 20) 
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from a Truck 











Boston, Mass. 


wholesaler does in this section, with salesmen calling 

on the trade and customers coming into the store to 
make their purchases. At that time, however, we started 
a truck route in addition to our regular business for the 
purpose of selling and delivering at one call. 

The territory selected was the Cape Cod region where 
competition was less keen than in Boston and where this 
type service would be of 
greatest benefit to the cus- 


Piri to April 1, 1929, we operated as every other 


Selling Rural Accounts 


While the so-called "wagon-jobber" is often looked upon 
By LOUIS H. SCHLOSBERG with disfavor, this New England wholesaler has found sell- 
ensilent; Sapeetnins CORN gee ing and delivering by truck the ideal method of securing 
distribution in his rural territory 


moment. Then as time went on and they saw that we 
were there every week and could be depended upon, they 
began to save orders for us. This faith on the part of 
our customers has been won by hard work, but it is the 
most valuable part of our business. To date, in spite 
of rain or snow, bad roads and whatnot, we have never 
failed a customer who depended upon us for supplies. 
We have had breakdowns, but in that case we hurried 

other trucks to the 

spot and managed to 





serve the customers 








tomer. By this plan con- 
tractors and dealers in the 
rural sections were able to 
buy a full line of electrical 
goods without the delay or 
expense involved in ship- 
ping orders. 

Our truck carried eight 
tons of stock consisting of 
750 different articles most 
commonly needed in that 
territory. The value of the 
load was about $3,800, not 
counting special orders. 
Where the customer knows 
in advance that he will re- 
quire an unusual amount of 
goods, or an item not ordi- 
narily carried, he phones 
an order and the phone 
charges are reversed. Most 
of them are glad to do this 
as it insures, proper filling 
of the order. 

This new route has been 
built up gradually, as at 
first the customers were 
doubtful about getting de- 
pendable service. Usually 
we could sell them some 
small item on which they 



























just the same. 
The first month our 
j truck sales amounted 
to about $1,000; the 
second month, $2,000. 
From then on sales 
continued to increase 
at the rate of about 
$1,000 per month un- 
til we reached a peak. 
Then they slacked off 
and later rose again 
to a new peak where 
they have remained 
for some time. 

On our longest trip 
we go about 200 miles 
from Boston and 
carry a two days’ sup- 
ply of goods. Such 
trips are hard on a 


This portable store carries 
a stock of 750 different 
items, including lighting fix- 
tures. Conduit is carried 





happened to be short at the 


underneath the truck body 
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truck, due to the weight of the load and the condition of 
the road, but with a liberal allowance for depreciation 
we still find the business profitable. On an average 
day’s run we use about 30 gallons of gas. In estimat- 
ing the true cost of this service we must allow for the 
fact that the cost of operating a salesman’s car has been 
eliminated. 

The truck requires two men, a salesman and a driver. 
This is necessary for several reasons, one of them be- 
ing that a valuable load of merchandise is safer with 
two men. Then again, 
one man could not 


salesman began to sell his line and found the customer 
much more receptive than would have been the case if he 
had been worrying about the punctured tire. 

In operating a store on wheels we have found it de- 
sirable to do business on a credit basis. In many in- 
stances orders are larger, as for example when the cus- 
tomer wants goods delivered on a job and he happens 
to be away at the time. He will give authority to the 
man superintending the job to buy such material as is 
necessary, and in that way needed items are not over- 











stand the hard work. 

Both men go into 
the customer’s place 
of business when calls 
are made. The cus- 
tomer or salesman 
may mention some 
particular item and 
when this is done the 
driver steps out to the 
truck and brings it 
into the store. In this 
way selling is made 
easier. The salesman 
can hold the custom- 
er’s interest until the 
driver returns with 
the article. He has an 
advantage over an or- 
dinary salesman in 
that he has an actual 
sample of every item, 
thus the dealer can 
see the good points in 
the products without 
having to take the 
salesman’s word, 
Then too, the item is 
actually in the store 
and the path of least 
resistance is to leave 
it there, for as one 
merchandising expert said, “When the customer picks 
it up, it is one-third sold.” 

We can say, “Now Mr. ........ I want to leave you 
a dozen of these because I believe they will give you a 
quick turnover. If you are not satisfied with them I can 
pick them up on my next trip and give you credit.” A 
great many extra sales are made in this way as the cus- 
tomer is not put to the trouble of packing and shipping 
the article in case he does wish to return it. As a mat- 
ter of fact returns of this kind are very small, but the 
return feature looks big in the mind of a customer when 
he considers buying. 


The “warehouse on wheels” ready 
to start on its weekly 1000 mile trip 


HE driver, in addition to helping set the stage for 

sales, is of assistance in building up good will. On 
me occasion the truck drove up to a contractor’s place 
ind found him looking sourly at a recently acquired flat 
ire. He was dressed up at the time and in no mood 
ior a dirty repair job. Without a word the driver went 
ver to his car and started to change the tire. The 
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looked and confusion due to price changes is avoided. 
Sometimes when we call at a small contractor’s home 
during his absence we find that he has left word with 
his wife regarding his needs, or again we have found 
orders tacked to the door. Cash sales in these cases 
would be almost impossible. 

In loading up for a new trip we simply total the 
items sold on the previous trip, and put as much on as 
we have taken off. We do not make frequent inven- 
tories. 

While we have been successful with this system and 
are planning to add new routes, we do not offer our 
plan as being suitable for the needs of the average 
wholesaler. To begin with, one must have drivers and 
salesmen who are absolutely honest, willing to work long 
hours, and 100 per cent loyal to the interests of the 
house. 

Our employes consist of relatives and persons with 
whom we have been associated for a great many years. 
Every one participates in the profits of the concern in 
addition to drawing a salary, and for these reasons we 
receive more cooperation than could be expected from 
concerns that employ the average run of salesman. 

















Profit Rate 14.8% Overhead 20% 
Net Operating Loss 5.2% 


A CASE STUDY 


Vv 


Inadequate profit rates on staple supply lines caused this wholesaler, who 
sells principally to contractors and industrials, to take a serious operating 
loss in 1931. This loss was incurred in spite of economies which held 
overhead expense to 20% in the face of a 30% decline in sales 








this article is typical of the 

average house operating in a 
medium-sized, highly industrial- 
ized city and also serving a sur- 
rounding territory which is largely 
agricultural. Industrial plants and 
contractors account for 80 per cent 


Ta wholesaler described in 








Volume of Sales ......... $210,920 
Size of Territory....3,000 sq. miles 


Population of Territory ....750,000 


Characters of Business 
Contractors 35% Industrials 45% 
Retail Deal’s 10% Com’l Bldgs 5% 
Central Stations (Oper. Dept.) 5% 


will be dropped as soon as the 
present stock is sold. 

Overhead expenses were held 
down to 20 per cent in 1931 in 
spite of the decreased volume. 
This was accomplished by both re- 
ductions in salaries arid in person- 
nel. In 1930 there were 16 people 











of total sales which were off ap- 





proximately 30 per cent in 1931 
from 1930. 

This wholesaler is essentially supply-minded and has 
been gradually withdrawing from the appliance field. 
Radio was discontinued last year and washing machines 


FIXED 
CHARGES 


15 %o 


WAREHOUSE 
and SERVICE 


9. Yo 





INTEREST 
and LOSSES 
94% 
ADMINISTRATION 


41 Yo 





How Operating Expenses Are Divided 


Type of Wholesaler Covered by Study 


on the payroll, but at the close of 
1931 the force had been reduced to 
nine, including three on part time. 

The present organization consists of the manager, 
who personally handles about 20 of the principal indus- 
trial and contractor accounts, one city salesman, two 
territory men on part time, a combination service man- 
ager and purchasing agent, one shipping clerk and ware- 
house man, a truck driver who also helps out on the 
order desk and two office girls, including the telephone 
operator. 

Conduit, wire, wiring devices and other inside con- 
struction materials—all low profit lines—accounted for 
the bulk of 1931 sales. This fact is responsible for 
the low gross profit rate of only 14.8 per cent. The sug- 
gested resale price schedule recommended by the sched- 
ule material manufacturer who supplies this wholesaler 
shows him a profit of only 10 per cent on standard 
package quantities. Believing that this margin of profit 
is entirely inadequate, orders for standard packages of 
wiring devices are only accepted at the carton price. 

In an effort to increase volume without adding to oper- 
ating expenses, several lines of farm lighting equipment 
have been added, also an automotive accessory which 
has been brought out recently by the manufacturer who 
supplies this wholesaler with batteries. These lines, how- 
ever, were taken on too late to appreciably affect last 
year’s sales volume. 

As this house is located within one day’s transporta- 
tion of its principal sources of supply, the inventory 
turnover of four times appears low. This was due in 
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large part to the 30 per cent drop in volume, however. 
Duplicate lines, which are carried to a limited extent, 
were also partly responsible. 

Administrative expenses may seem high but a large 
part of the manager’s salary and expenses could very 
properly have been charged to sales. While the city 
salesman works on a salary and bonus basis, he received 
no bonus last year. The two territory salesmen operate 
on a straight commission, furnish their own cars and pay 
their own expenses. During the year the basis of com- 
missions was changed. It was increased by one per cent 
and based on collections rather than sales. As a result, 








FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1931 


1. Net Sales, after deducting returns and al- 


lowances ....... eee oan dens + renee = $210,920 

2. Cost of Merchandise, including incoming - 
SPANSHOTEALION © 86 oo coe. oo ap be bee no $179,629 
3. (a) Gross Profit (Item 1 — Item 2)...... $31,291 
(b) Gross Profit Rate (Item 3a + Item 1) 148% 
4. (a) Total Operating Expense (Overhead).. $42,241 


(b) Overhead in Percent of Net Sales.. 20.0% 
(c) Operating Ratio (Item 4a~ Item 3a) 135% 
5. (a) Net Operating Loss (Item 4a — Item 
3a 














Ne ek ca was eee ce sos $10,950 

(b) Net Operating Loss Rate (Item 5a + 
Veet Eo oie as aes 5.2% 

6. Other Income and Deductions 

(a) Interest Received: 6.0... 6c. cs cece ee: $89 

(b) Cash Discounts Taken ........ $1,750 

(c) Cash Discounts. Given ......... $1,900 
—$150 
(d) Total Deductions ©... ...<255 views $61 
rf Net Loss (Item 6d + Item 5a).......... $11,011 
8. Net Loss Rate (Item 7 + Item 1)........ 5.2% 
9 Merchandise Inventory. 220 ...0.- 028 .s 000, $43,587 
10. Inventory Turnover, Times per Year...... 4 
11. Investment or Working Capital ...... ‘gsae $29,625 
12. Capital Turnover, Times per Year.. a 7 

13. Net Loss Rate on Capital Investment 
(ieem: 7 = Item 11} 502: co coe. oe cee 37% 








Financial Statement Shows Operating Loss of 5.2% 


in spite of liberal write-offs of doubtful accounts, credit 
losses were held to 0.7 of one per cent. 

The operating loss of 5.2 per cent resulted in a seri- 
ous impairment of capital, prevented the taking of all 
available cash discounts and made borrowing necessary. 

Approximately 30 manufacturers are used as regular 
sources of supply and about 4,000 items are regularly 
carried in stock. 

The city salesman furnishes his own car and is 
allowed six cents per mile for its operation. Last year 
his sales were $60,000, which his house considers the 
minimum amount necessary to support a salesman. The 
country salesmen each did about $36,000, leaving $78,000 
which was brought in by the manager himself. The 
maximum number of accounts which one man can prop- 
erly handle is considered to be 150. 

Sales meetings are held every two weeks and contests 
are frequently conducted, especially on lamps. 

The salesmen are an important factor in making col- 
lections in this territory and each man is regularly given 
complete information on each of his accounts. 

Twice a year a 36 page catalog i is issued covering the 
principal lines and faster moving items. 


AUGUST, 1932 


A display room on the first floor contains a complete 
assortment of residential lighting fixtures. Two manu- 
facturers’ lines are carried in stock. Fixtures are tagged 
with list prices and out-of-town contractors, especially, 
frequently bring in their, prospects. Where sales are 
made from the display room the contractor’s discount is 
40, instead of the usual 50 per cent. 

All employees participate in a group insurance policy 
to the amount of $1,000 each toward which they con- 
tribute 50 cents per month. “Key man” insurance, 
amounting to $10,000 is carried by the company on both 
the treasurer and the general manager. 

Of the company’s 350 accounts, 200 are with con- 
tractors and contractor dealers, 100 with industrial and 
30 with other dealer outlets, while about 20 are com- 
mercial accounts. About 25 contractors are 100 per cent 
customers of this house. 

From the collection standpoint, the industrial accounts 
are the most satisfactory as they practically all take their 
cash discounts. Only 10 per cent of the contractors dis- 
count their bills, 50 per cent pay in 30 days and the 
balance of 40 per cent take from 60 to 120 days. About 
half of the dealer accounts take 30 days, and the balance 
60. The discount period is determined from the date 
of the invoice. 

With industrial accounts every man in the plant who 
has anything to do with the electrical requirements is 
contacted, even right down to the wiremen out in the 
shops. In this way demands can be learned in advance 
and stocks built up in anticipation of the purchasing 
department’s requirements. As an example, a wireman 
tipped off the salesman that in about a month he would 
need three 1,200 ft. reels of 500,000 c/m cable. Conse- 
quently, when ordering the next carload of wire for 
stock, these three reels of 500,000 were included and, 
when the purchasing agent was (Turn to page 20) 








STATEMENT OF OPERATING EXPENSES 
ADMINISTRATIVE 








1. Executive Salaries and Expenses . 3.0% 
2. Office: Salaties 3350 eo eS. 36° 
3. General Office Expense 
(a): Postage... 3.0 ss we. 0.4 % 
(b) Stationary and Supplies ..... SoS OS 8.2 
(c) Telephone and Telegraph....... 0.3 
(d) ‘Maint., Repairs and Depreciation 0.0 
(e) Miscellaneous Office Expense.... 0.0 
4. Legal and Collection Expense...... 0.6 
WAREHOUSE 
5. Heat, Light, Water & Power....... 0.1% 1 9% 
6. Repairs and Depreciation .......... 0.0 ° 
7. Delivery Expense ..:......... “Seen 0.6 
8. Store and Warehouse Salaries...... 1.2 
SALES 
9. Sales Promotion, Advertising, etc.... 0.1% 5.0% 


10. Salesmen’s Salaries and Expenses... 4.9 





FIXED CHARGES 


11. Rent and Other Real Estate Chates: 17%| 3 0% 
12. Insurance, Faxes 32> os ee 0.7 . 
13.. Miscellaneots:. 3205.53. 5 06 


OTHER EXPENSES 
14. Interest on Capital and Borrowed 


Funds 6.30 6° oe 1.2% 1.9% 
15.. Loss from Bad Debts’... <°... 22... 0.7 





























Breakdown of 20% Overhead 
13 
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We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


Extension 
Wiring 


N its July issue ELEcTRICAL WHOLESALING pointed 
out the possibilities for the immediate sale of exten- 
sion wiring and of the necessity for local cooperative 
efforts sponsored by electrical wholesalers. Elsewhere 
in this issue appears a letter from George E. Cullinan 





which indicates the reaction of wholesalers to this plan. 

The experience of Charlotte, N. C., with a coopera- 
tive wiring campaign (see pages 5-7) proves that 
such local activities are sound. Next month we shall 
describe how Portland, Ore., put across a moderniza- 
tion campaign in which 6,000 jobs, totalling in excess 
of $10,000,000, were pledged in six months. 

The amount of wiring material actually sold by 
wholesalers during campaigns of this sort may seem 
too small to justify any great amount of effort on the 
part of the individual wholesaler. However, there are 
other advantages which far outweigh the immediate 
returns. As Mr. Fishburne points out (page 16) in- 
ventories of Charlotte contractors’ were reduced and, 
of even greater importance, local electrical interests 
were shown the value of cooperative effort. 

There is still another reason why the electrical 
wholesaler should be vitally concerned with the pro- 
motion of such local activities. In normal times the 
electrical contractor is his most important customer 
for wiring materials and such materials have always 
comprised the wholesaler’s bread-and-butter business. 
From a peak of over 30,000 the number of active elec- 
trical contractors in the United States has declined to 
around 15,000—a mortality of 50 per cent. 

It is obviously of paramount concern to the whole- 
saler that those contractors who have survived up to 
this point continue to operate as going concerns pend- 
ing a revival of new building construction. How can 
this be better accomplished than by local cooperative 
movements to promote extension wiring and modern- 
ization ? 


An Opportunity 
for Expansion 


T is a well known fact that mill supply, hardware 
and, to some extent, plumbing supply wholesalers 
have taken on electrical lines and have become factors 
in the distribution of electrical supplies. Electrical 
wholesalers, on the other hand, have stuck closely to 
their knitting and refrained in general from attempting 
to expand their business by the addition of non- 
electrical items. As a result they now find themselves 
suffering from a most serious decline in business due 
to the dropping off of new construction and the gen- 
eral low level of industrial activities. 

In this connection it is of interest to note that the 
largest electrical manufacturer has recently announced 
his active entry not only into the field of air condition- 
ing but also into the wider market of house heating 
through the introduction of an oil burning furnace. 
It is only natural to suppose that this manufacturer 
will look to the electrical industry for the distribution 
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of these new products. The advent of this manufac- 
turer into the air-conditioning and heating fields would 
indicate, therefore, that the electrical wholesaler, con- 
tractor and dealer should be drawn more closely into 
the field formerly dominated by the plumbing and heat- 
ing industry. In other words oil burners, oil burning 
heaters and furnaces and air conditioning would seem 
to be a logical field for expansion for both the electri- 
cal supply wholesaler and specialty distributor. 


After all is there any reason why the electrical 
house should not expand into these fields just as mill 
supply and hardware houses have expanded into the 
electrical field? And, similarly, is there any reason 
why the electrical contractor and appliance dealer 
should not sell and install heating and air condition- 
ing equipment? With proper application is there any 
reason why he cannot become just as proficient as the 
plumbing and heating contractor and dealer in the sale 
and installation of this type of apparatus? 


Progress is only obtained by constant change. This 
well recognized condition is accentuated in times of 
business stress. Electrical wholesalers who are in seri- 
ous need of increased volume would, we believe, do 
well to carefully consider actively entering this new 
field at this time so that when new building construc- 
tion again comes into its own they will have become 
proficient in selling and installing modern air condi- 
tioning and oil burning equipment, a line of apparatus 
which bids fair to break many a sales record within 
the next few years. 


The Wholesaler of . 
The Future 


PEAKING before the round table on Merchandis- 

ing Under Changed Conditions held in connection 
with the recent meeting of the U. S. Chamber of Com- 
merce at San Francisco, Clyde Bedell, director of sales 
and advertising for Butler Bros., chose as his subject 
“Whereaway Wholesaling.” 

“The wholesaler of today,’’ he said, “is an antiquated, 
bewhiskered, slow-moving, over-expensive evolutionary 
creature of the years—who has poorly adapted him- 
self to the vastly faster tempos and technique of mod- 
ern merchandising. . . . Wholesalers are not brigands. 
They are honorable gentlemen who have simply let 
modern merchandising pass them by.” 

Having painted this unflattering picture, Mr. Bedell 
proceeded to depict the wholesaler of the future. 

“The successful wholesaler of the future—say of 
1935—will operate a business unhampered and unhin- 
dered by jobbing traditions and precedents. He will 


either be- an old-fashioned wholesaler who flatly re- 
nounces a great many things to which he is presently 
wedded, or he will be a newcomer in the distribution 
field .who assumes a new name for the function he 
performs and builds himself up to render a tailor-made 
service in accord with requirements of distribution in 
this fourth decade of the twentieth century, aiming to 
function as he sees old-fashioned wholesalers failing 
to function. 

“The middle link of the future will be a quick- 
moving, economically organized specialist, geared to 
function efficiently between sources and selected stores, 
operating in close contact with both—obviating the very 
great bulk of today’s markdowns, functioning largely 
as an enlightened purchasing-merchandising expert for 
the retailer he serves. 

“He will be ultra-selective of the territory and trades 
he serves ; and practically all his accounts will be served 
at a profit. He will no more think of offering his 
wares and services broadcast than would a chain head- 
quarters. He will be required to perform a specific 
service by his customers, all of them, and if he fails 
he will face the truth at once. He will not attempt 
to win business by making concessions and naming 
special prices. He will merit his volume and hold it 
on an open and shut basis.” 

Mr. Bedell’s remarks, we believe, were based on his 
observations of wholesalers in the dry goods and gen- 
eral merchandise fields. The electrical industry is still 
young and virile. It is generally accredited with being 
ahead of the times rather than behind them. In this 
the electrical wholesaler is no exception. He is already 
specializing, carefully selecting his territory, his lines 
and his customers, rendering a real merchandising 
service and constantly seeking to improve that service. 


Improved Outlook 
For Residential Construction 


EFORE there can be any revival of home building, 

money must be made available for mortgages. 
That a considerable start has been made in this direc- 
tion is indicated by the second quarter’s report of the 
Reconstruction Finance Corp. which reveals author- 
ized loans of 73 million to 51 mortgage loan companies 
and of over 6 million to 418 building and loan asso- 
ciations. Also, through the efforts of Eugene Meyer, 
chairman of the R.F.C., a New York banking pool 
has advanced a fund of one million to finance new 
homes in Westchester County. These developments 
are most encouraging and indicate that from now on 
we can look for further improvement in the general 
mortgage situation. 
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Extension Wiring Can Be Sold 


(Continued from page 7) 

It is obvious that the wholesaler 
must be as resourceful as it is ex- 
pected the contractor to be if in- 
creased sales are to result. While 
it is important that the usual routine 
activities that make for good service 
be followed it is today equally im- 
portant that the wholesaler do his 
part in creating enthusiasm so that 
the contractor will go out after busi- 
ness that in other days came easily. 
Resourcefulness and enthusiasm 
should be the keynote of business 
life. Without it one cannot hope to 
attract the dollars from the savings 
accounts and pockets of individuals 
who can and are willing to pay for 
the wiring conveniences that will 
make his house more a home. 
v 

A report of this activity would 
hardly be complete without comment 
from a Charlotte wholesaler. When 
asked how his organization benefited 
from the campaign, R. W. Fish- 
burne, manager of the Charlotte 
house of the General Electric Supply 
Corp., said: 

“While we did not receive any di- 
rect benefit from the Additional Wir- 
ing Campaign recently completed in 
Charlotte, we do know, however, 
that a number of our contractor deal- 
ers made several installations of 
additional outlets, etc., directly due to 
the campaign. It is rather hard to 
state just how much the industry as 
a whole in the Charlotte territory 
was helped, as no doubt many pros- 
pects which did not purchase will do 
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so in the near future. We think that 
the main benefit was that it got us 
all to thinking along the same lines, 
and with everyone’s effort behind the 
movement, produced results, that had 
it been handled in any other fashion, 
could not have been obtained. 


“Tt is understood that most of the 
contractor dealers were already am- 
ply supplied with materials from 
which they drew, and of course, we 
hope to be the source from which 
these stocks will be replenished. 

“Mr. Palmer is to be commended 
on his splendid spirit of cooperation 
and for his efforts in behalf of the 
electrical interests in Charlotte.” 

W. A. Emerson, Charlotte man- 
ager of the Westinghouse Electric 
Supply Co., comments as follows: 
“Our leading contractors are enthusi- 
astic over the results obtained from 
the local campaign for additional 
outlets and more adequate wiring in 
the home. 

“Additional business was secured 
by the contractors and wholesalers 
during the campaign and a number 
of homes were made ‘outlet con- 
scious’ who were not in position to 
buy at that time but will buy later. 

“All advertising was paid for by 
the power company, so the campaign 
did not cost the contractors any- 
thing except the time spent in solicit- 
ing business from the selected pros- 
pect list furnished them. 

“This cooperative movement se- 
cured the interest and support of all 
branches of the industry and resulted 
in bringing the manufacturers, power 
company, wholesalers, and contract- 
ors closer together.” 








Division Managers Hold First Group Meeting, this Year: Managers of the 17 
coast-to-coast divisions of the Incandescent Lamp Department of General Elec- 
tric Co. are shown here convened at Nela Park for a three-day conference on 
administrative and sales plans and policies. The conference was the first group 
meeting of the division managers since the consolidation, on January 1, of the 
former district and division offices of the Edison Lamp Works and National 
Lamp Works of General Electric Co. 














A Traveling Exhibit of the Wiremold 


Line: D. Hayes Murphy, president of 
the Wiremold Co., hit upon a novel idea 
for intensive missionary work in behalf 
of better wiring and modern lighting. 
Under his direction a small motor truck 
has been equipped as a traveling exhibit 
of the Wiremold line and placed in 
charge of Mr. Murphy’s two sons, John 
and Robert, who will spend their sum- 
mer vacation demonstrating its featur- 
ers to contractors, wholesalers, electrical 
inspectors, utility executives, architects 
and also window display experts and 
decorators. 





Cullinan Endorses Promotion 
of ‘Extension Wiring 
To Tue Epiror: 

I have read with a great deal of 
interest your editorial in the July is- 
sue of ELrecTRICAL WHOLESALING 
“No More Big Jobs.” 

There is no question and there can 
be no argument but that the normal 
wiring needs of the country represent 
a vast market for wiring and wiring 
supplies. I quite agree with you that 
we do not need to wait for a revival 
of new building for a revival of our 
wire, pipe and supplies business. If 
only a fraction of the wired homes 
of this country were to be adequately 
wired to take care of today’s needs, 
there would be opened up a market 
for electrical wiring material that 
would dwarf the needs of even a 
general building boom. 

The way to approach this market 
is, aS you indicate, by local effort, 
initiated and followed through lo- 
cally, with the wholesalers leading 
and every part of the industry aboard 
the band wagon. 

The Charlotte experiment points 
the way to the development of this 
great opportunity. I think that your 
magazine has a splendid opportunity 
to exert its leadership at this time 
by pointing the way, through your 
editorial columns, to the practical 
consummation of this idea. 

Georce E. CULLINAN, 
Vice-President in Charge of Sales, 
Graybar Electric Co., New York 
City. 
















n 
il 
is 
at 
al 
ir 
If 
eS 
ly 
Is, 


jat 


cet 
rt, 
lo- 
ng 


ird 


nts 
his 
yur 
lity 
me 
our 


ical 


les, 
ork 


August, 1932 ELECTRICAL WHOLESALING 


17 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 











SEPT. 16™ to 24" 


ie ee ee ee ne 


Tey! 








BIRDS 


with 





COMBINED RADIO, REFRIGERATION 
AND ELECTRICAL EXPOSITION =» FQ) W IK 


NEW - YORK -: CITY 


3 SHOWS for the PRICE of I 


To the Manufacturer... this Combined Exposition of the Electrical 
Industry offers, to any one phase of the industry, the opportunity to con- 
tact distributors and dealers in all phases of the industry. Because of 
overlapping trade lines, this combination should be especially appealing. 








To the Trade... . Distributors and Dealers . . . this Combined Exposition 


offers the opportunity of meeting manufacturers’ representatives from 
all lines of the industry. 


To the Public ... this Combined Exposition offers three great shows for 
one admission ticket. Attendance by the public should far exceed any 
former Exposition. 


Will your lines be represented in this greatest of all Electrical Expositions 
in the greatest of all concentrated world markets? Additional information 
is yours for the asking. For convenience, please use the coupon below. 
eee ee ees ee eee 
EXHIBITOR 


I Sponsored, financed and managed by Madi- 
son Square Garden Corporation. 


Combined Radio, Refrigeration and Electrical Exposition, 
Madison Square Garden, 
New York City 


2 Aconsumer show in the heart of the world’s Gentlemen: 


greatest center of Trade Interest. 


3 A combined show, reaching all the trade in 
the three important divisions of the Electrical 
Industry. 


Without obligation to us please send more information 
about the Combined Exposition. 


4 The most important stimulus to the coming 
season’s businessin the world’s greatest market. 


% This show will afford the only opportunity 
of the year, in New York, to present the new 
and improved — at one cost to the Exhibitor, 
| and one cost to the Public. 


We are manufacturers ( ), Jobbers ( ), Dealers ( ), of 
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What It Is— 


ELECTROTRIM is made of rubber 
covered standard No. 14 stranded 
wire enclosed in a stitched covering 
of high quality insulating material 
which is flame-proof, water-proof, 
tough and durable. ELECTROTRIM 
is the answer to the demand for a 
safe, modern electrical wall outlet to 
replace dangerous, unsightly cords 
straggling around the room. 


ELECTROTRIM lies flat and can be 
carried snugly around corners. It is 
easily applied with standard 6 oz. 
fat head tacks or special fastener, 
the heads of which are concealed by 
A the center bead. ELECTROTRIM 
and its fittings are finished in four 
beautiful colors—(white, oak, ivory, 
mahogany) to harmonize with wood- 
work, walls, or ceiling. © 





ail 
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Easy to Sell 


The demand for ELECTROTRIM 
does not need to be created—it is 
here. To show ELECTROTRIM is 
tosell it. ELECTROTRIM sales and 
merchandising plans include a free 
display rack which holds and dis- 
plays 300 feet of ELECTROTRIM in 
3assorted colors, a free display board 
showing the actual use of ELEC- 
TROTRIM and its fittings, and ad- 
vertising folders giving the dealer 
the easiest selling, biggest profit item 
in the electrical wiring field. 










































Quick Facts 


Approved non-metallic 2-wire 
extensions now permitted by 
Electrical Committee of 
N. F. P. A. 

s 
ELECTROTRIM, the out- 
standing 2-wire non-metallic 
extension meets the tremen- 
dous existing demand for low 
cost electrical wall outlets. 

4 


Not a substitute for concealed 
wall outlets. Intended for sur- 
face extensions only. A new 
source of income for electri- 
cal contractors. 


BIG PROFITS not only in sale 
of ELECTROTRIM, but also 
ELECTROTRIM fittings and 
installations. 

@ 


Increases sales of electric 
appliances by making the 
needed additional wall out- 
lets inexpensive. 





_» » here is a brief statement 


othe ELECTROTRIM FACTS 


that have enthused the entire 


ELECTRICAL WIRING FIELD! 


A Tremendous Market 


Practically every home and office in 
America needs and will buy ELEC- 
TROTRIM. For ELECTROTRIM 
not only meets the modern demand 
for harmonious room decoration, 
elimination of unsightly light cords 
and more numerous wall outlets but 
is sO moderate in price that all can 
afford to specify it. 


Priced right to sell a waiting market 
of more than 40,000,000 homes and 
offices—that need only to see it to 


buy it. 
e 


HERE Are Profits... 


One sale of ELECTROTRIM itself brings you 
more profit than several sales of ordinary 
flexible cord—but that is only the beginning. 
ELECTROTRIM requires fittings—and there 
is a big profit here. Then ELECTROTRIM 
requires installation—with a nice profit for 
the contractor dealer. 


All this is additional profit—new profits — 
profits you have never had an opportunity to 
make before. And when you sell more wall 
outlets you create new markets for more 
electrical appliances... With ELECTROTRIM 
you need never lose an electrical appliance 
sale because the would-be purchaser could 
not afford to have another wall outlet in- 
stalled. Now you can sell ELECTROTRIM 
wall outlets at the price users can afford 
to pay. 





dealers. 





.- JOBBERS.. 


ELECTROTRIM is now making a 
Special Introductory Assortment Offer to 


complete details of exceptional Jobbers’ 


Proposition so that you can be ready to 
fill orders. 


Dept. E. W. H. 


Write for samples, prices and 


ELECTROTRIM, INC., 
Union City, Ind. 
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Profit Rate 14.8%, Overhead 
20%, Net Operating Loss 5.2% 
(Continued from page 13) 
ready to buy, this was the only house 
which could deliver immediately from 

stock, 

The 20 commercial accounts in- 
clude hotels, hospitals, state and pri- 
vate institutions, office buildings and 
schools. 

The warehouse is located in a 
wholesale district, on a railroad siding 
and provides 10,000 sq. ft. of actual 
storage space. All orders are written 
up in duplicate and numbered seri- 
ally. One copy goes to the office and 
the other to the warehouse. There 
a delivery copy is written up by the 
shipping clerk which is left with the 
customer by the truck driver. The 
order number is also entered in the 
driver’s delivery book which is signed 
by the customer. A log book, show- 
ing both invoice and order number, 
is kept by one of the girls in the 
office. 

A perpetual inventory is not used. 
Instead several pads are hung about 
the warehouse on which the stock 
clerk notes his needs and the service 
manager picks up these slips daily. 

A minimum invoice of $1.00 has 
been adopted as well as a 10 per cent 
service charge on merchandise re- 
turned for credit. In a further effort 
to affect economies reversed tele- 
phone calls are only accepted when 
an order is placed. 

The company’s two ton truck aver- 
ages 2,500 miles a month. It makes 
daily deliveries within a 10 mile 
radius. 

In an effort to improve operating 
efficiency any errors made by the 
personnel are posted in the shipping 
room. This, according to the man- 
ager, keeps the boys very much on 
the alert. 

When it comes to selecting sales- 
men, past experience has shown that 
personality deserves first considera- 
tion, followed by acquaintance among 
the trade. Familiarity with electrical 
supply lines is considered least impor- 
tant as this knowledge can soon be 


acquired. 
Vv 


Why Some Salesmen Are 
Go-Getters 
(Continued from page 9) 
longer period. Men in the profes- 


sions are constantly studying that 
they may keep abreast of the times, 
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A "Fire-Stop" Conference in New Orleans: It was hot in New Orleans on 
July 9 when the salesmen of the Electric Products Corp. gathered together for 


a “Fire-Stop” conference. 


National’s man, Moore, was the hottest member and 


the smallest one apparently in the group and he stands in the middle of the 


picture. 


If rubber wire ever got sticky then was the time to show its full 


strength of stickiness and tackiness, but this picture was taken after they were 
through with the conference and it shows the clean shirts and the smiling faces, 
therefore, National “Fire-Stop” wire evidently lived up to its common, ordinary 
reputation of having the slickest, the smoothest and the “clean as a whistle” 
qualities. The Electric Products Corp. of New Orleans expects to do big things 
in taking over the sales promotion of National “Fire-Stop” wire in that territory. 
Front row, left to right, are: N. A. Breitenmoser. C. J. Closmann; C. L. Scheffer, 
purchasing agent; M. S. Elgutter; J. Mulla; O. R. Aultman; Benny Katz, and A. 
M. Templeman. Top row, left to right, are: S. T. Schoolar, National Electric 
Products Corp.; H. D. Broussard, J. N. Roos, sales manager; L. L. Hirsch, pres- 
ident; J. M. Moore, National Electric Products Corp., Atlanta; H. W. Flake, 
National Electric Products Corp.; H. Melville; Paul Hogan, vice-president; J. 


Trosclair, and M. Kuperman. 





forge to the head of their professions 
and remain there. And in the crafts 
and in selling we find the same need 
for continuously developing ourselves 
in our chosen field. 


The sales manager can do much to 
assist his men in their efforts to be- 
come larger producers. As a leader 
whom his men respect and look to for 
guidance and encouragement he must 
have a thorough knowledge of his 
various lines, be able to impart this 
knowledge to his men and at all times, 
he must be “‘on his toes.” If possible 
he should hold daily conferences with 
the salesmen at which individual ac- 
counts are gone over and any points 
of sales resistance thoroughly dis- 
cussed. Where daily meetings are 
impractical it is important that such 
conferences be held at least weekly. 


In my experience the commission 
basis of compensation has proved best 
both for the house and the salesman. 
When figured on a sliding scale it 
encourages increased efforts which 
result in greater returns to both par- 
ties. The commission puts a man “on 
his metal.” It encourages him to do 
missionary work and to push the 
items which carry the larger profits. 
It makes him hustle and fight for an 
order. It makes him a real go-getter. 





Augustus D. Curtis Award Goes 
to Brooklyn Edison Company 
The winner of the Augustus D. 

Curtis Award for the greatest con- 

tribution to commercial electric light- 

ing during the year 1931 was the 

Brooklyn Edison Co. The certificate 

of award to the company was pre- 

sented at the N. E. L. A. conven- 
tion to J. C. Parker, vice-president 
of the Brooklyn Edison Co. by Nor- 
man B. Hickox, vice-president of 

Curtis Lighting. H. H. Balkam, 

manager of the Brooklyn Edison Co. 

Lighting Service Bureau, as the indi- 

vidual responsible for and in recog- 

nition of his company’s lighting ac- 
tivities, was presented the cash award 
of $500.00 by Mr. Hickiox. 

The report on which the award 
was based, including the following as 
set forth by the late Augustus D. 
Curtis during the last few years of 
his very notable career as president 
of Curtis Lighting: stimulating new 
and better uses of lighting; the de- 
velopment of a lighting service ac- 
tivity outstanding in its accomplish- 
ments; the promotion of cooperative 
activities for the betterment of light- 
ing; relighting the properties of the 
utility; and the elimination of bar- 
riers to good lighting. 
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Pittsburgh Wholesalers Active In 
Electric Clock Campaign 


iron campaign, conducted last March by the Elec- 

tric League of Pittsburgh, many dealers urged 
Gerard H. Nickerson, manager of the league, to arrange 
for a similar campaign on some other appliance. 

After carefully studying the appliances available, elec- 
tric clocks were selected as the logical line for the new 
campaign. The reasons for this selection were that the 
saturation on electric clocks is low, estimated at only 
10 per cent, and, since each home is a prospect for from 
three to five clocks, the market was deemed sufficiently 
large to afford plenty of room for everyone. Further- 
more, the wide popularity of electric clocks indicated 
that a minimum of sales resistance would be encountered. 

Accordingly, an All-Dealer Electric Clock Campaign 
was authorized and A. R. Loughborough of the Gray- 
bar Electric Co. was chosen as general chairman of the 
campaign committee. He promptly selected a planning 
committee following the meeting of which the various 
wholesalers were called together and plans discussed 
and approved. 

Wholesalers provided their dealers with the following 
eight makes of clocks, all of which were eligible for 
campaign privileges: General Electric; Hammond; Sun- 
beam; Telechron; Usalite; Waterbury; Westclox, and 
Westinghouse-New Haven. 

The wholesalers who participated in the campaign 
were: Iron City Electric Co.; General Electric Supply 
Co.; Graybar Electric Co.; Keps Electrical Co.; Double- 
day-Hill Electric Co.; Logan-Gregg Hardware Co.; 
J. A. Williams Co.; Hukill-Hunter Co.; James C. Lind- 
say Co.; Price Electric Co.; Allied Electric Co., and 
Pittsburgh Auto Equipment. 

The committee determined that electric kitchen and 
alarm clocks of standard grade only, and selling at from 
$4.75 and up, would be entitled to the benefits of cam- 
paign privileges. 

It was agreed that the special inducement should be 
a $1.00 allowance for any clock the customer wished to 
turn in toward the purchase price of any approved 
kitchen or alarm clock. In this connection it was under- 
stood that 50 cents of the $1.00 allowance would be 
borne by the wholesaler and 50 cents by the dealer. 

To make it easy for customers to buy two clocks in- 
stead of one, arrangements were made to list kitchen 
and alarm clocks of each make at a combination price 
on the special campaign order form, with the down 
payment and carrying charge the same for two clocks 
as for the purchase of either one of them. Customers 
thus saved another 50 cents carrying charge by pur- 
chasing two clocks instead of one. A trade-in allow- 
ance of $2.00 was made on these combination purchases. 

As in the previous campaign, the Duquesne Light Co. 
provided dealers with order forms which enabled them 
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E NTHUSED by the results of a cooperative electric 


@ Wholehearted cooperation of the Elec- 
tric League, Utility, Wholesalers and 
Dealers resulted in reported sales of 
nearly 10,000 electric clocks in six weeks 


to discount time-payment sales immediately and receive 
prompt reimbursement. These order forms showed only 
the special time price obtained after deducting the $1.00 
allowance and then adding the. 50 cents carrying charge. 
The cash price of any clock was 50 cents less than the 
amount shown on the form. 

To reduce sales resistance to a minimum, down pay- 
ments were cut to only 45 cents, or as close to this 
amount as the figuring of monthly payments would per- 
mit. From five to eight months’ time, depending on 
price, was given on individual purchases of either the 
kitchen or the alarm clocks, and 10 months’ time was 
allowed on combination sales in all cases. 

Window streamers and posters as well as automobile 
bumper signs were mailed to dealers by the league. 
Wholesalers also assisted their dealers with other dis- 
play material pertaining to the particular line of clocks 
handled. 


HE league arranged with a display concern to pro- 

vide and install a remarkably attractive and colorful 
window trim which was supplied to all dealers partici- 
pating in the campaign. 

A well worked out and substantial schedule of news- 
paper advertising was prepared. This advertising ex- 
tended over the entire six weeks of the campaign, from 
May 16 to July 2. In the three local newspapers a total 
of 10,584 lines of space was used and, in addition, sev- 
eral community papers also carried campaign ads. 

Some of the advertisements were run over the name 
of the League and others over that of the utility, but, 
in every case, the public was urged to purchase clocks 
“at your nearest electrical or hardware dealer.” The 
trade-in allowance and small down payments were played 
up in this advertising and dealers urged to tie-in by 
displaying tear sheets of ads in their windows. 

All electric light bills for June, numbering approxi- 
mately 280,000, carried neutral electric clock advertis- 
ing. The utility also conducted an employee campaign 
on kitchen and alarm clocks during the month of June 
only. This gave the dealers a start of two weeks. The 
utility featured only one make of clock and sold them 
at the same prices and monthly payments as other deal- 
ers handling the same clock. 

The league tabulated all sales promptly as they were 
received so that the progress of the campaign was 
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known at all times. From time to time bulletins were 
issued to distributors and dealers to keep them informed. 

Total sales of 9,395 clocks were reported to the league 
for the entire campaign period. Dealers accounted for 
sales of 5,032 clocks while the Duquesne Light Co., 
during its all-employee campaign in June, secured 4,363 
sales. 

Of the 5,032 sales made by dealers, 4,034 passed 
through the league office. These included 3,710 clocks 
sold on time payment leases and 324 cash sales. The 
installment sales included 641 combination sales of two 
clocks each. 

According to the league records 56 dealers, including 
16 jewelry stores, actively participated in the campaign 
while many other dealers took advantage of the adver- 
tising and not only sold clocks for cash, but also, in 
some cases, sold them on time and carried the accounts 
themselves. Thus, the total sales resulting from the 
campaign were well in excess of 10,000 clocks. 

Wholesalers are enthusiastic over the results of the 
campaign. H. H. Tully, sales manager of the Double- 
day-Hill Electric Co., says: “I attribute the complete 
success of this clock activity to the wholehearted co- 





This window display was prepared by the League and sup- 
plied to all dealers participating in the campaign 


operation of the Electric League, utility, wholesaler and 
dealer. 

“The Duquesne Light Co.’s support was highly com- 
mendable. They collaborated in every way in working 
out details of the campaign and in cooperating with the 
retail dealer in accepting his paper for electric clock 
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sales and also in doing considerable newspaper adver- 
tising. 

“The dealer who profited most was the dealer who 
actively solicited and also took advantage of the utility’s 
cooperation in handling paper and collections. 

“Our sales for electric clocks for the month exceeded 
our total clock sales for the first five months of the year. 

“We have found no particular type of dealer outstand- 
ing doing an aggressive selling job as equally fine results 
were obtained by both the electrical dealer and jeweler. 

“We are very well pleased with the results of this 
activity and heartily endorse activities of this nature 
wherein the utility cooperates as wholeheartedly and 
fully as did the Duquesne Light Co. in this particular 
case.” 

E. J. Sedler, of the Keps Electrical Supply Co., re- 
ports that: “The campaign, as a whole, was very suc- 
cessful as an account opener, as a volume builder and 
as a means of spreading the good will of our local pub- 
lic utility among retailers and wholesalers alike. 

“Although less than 25 of our dealers participated in 
this activity, the results obtained by them were far beyond 
anything that we expected. An outstanding achievement 
was accomplished by one of our 
dealers who sold and delivered 
2,058 Hammond electric clocks 
in less than six weeks. We, as 
Hammond distributors, sold to 
our dealers, in round figures, 
3,000 clocks. 

“The campaign, undoubtedly, 
opened the purse strings of hun- 
dreds of purchasers who had no 
intention of buying an electric 
clock at that time, besides closing 
many prospective purchasers.” 

Pittsburgh’s cooperative cam- 
paigns have created better feel- 
ing between dealers, distributors 
and the utility, according to C. 
H. Markel of the Logan-Gregg 
Hardware Co. He says: “In this 
particular campaign 46 of our 
dealers participated and while all 
of them did not sell a great num- 
ber of clocks we feel that the 
campaign was worthwhile and 
that it brought us some extra 
business that we would not have 
received otherwise. The Elec- 
tric League in this city, managed 
by Mr. Nickerson, has been ac- 
tive in promoting sales on elec- 
trical appliances. Our local utility 
works in conjunction with Mr. 
Nickerson’s office and we are 
pleased to say that within the 
past 18 months a better feeling has been created between 
dealers, distributors and the utility. 

“The West Penn Power Co., who serve territory 
adjacent to Pittsburgh, has also been active in promoting 
selling campaigns on electrical appliances and it has 
been our pleasure to work with them also in several 
campaigns.” 
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A portable conditioner can often handle 
several rooms 


If the specialty distributor 
and dealer will grasp the 
present opportunity to ag- 
gressively merchandise the 
proper type of portable 
equipment they can assure 
for themselves a_ business 
with exceptional possibilities 
for both volume and profit 





Appliance Distributors Can Sell 
Portable Air Conditioning 


at the opportune moment to take up the slack in the 
electrical appliance business. 

A decade ago, the radio was made practical for house- 
hold use, and the country branched into a new, large 
and fertile field of electrical appliance sales. 

Everybody remembers the early days of radio when 
every one was keyed to a high pitch of interest—when 
sets sold at high prices—when profits were great—and 
when the demand was greater than the supply. 

Radio was a “natural.” 

When the business became more competitive, when 
prices were hammered down, when the market became 
more and more saturated, and when the electrical ap- 
pliance field was beginning to worry about profitable 
business—along came electric refrigeration. 

For some time now those responsible for the merch- 
andising of electrical appliances have been searching for 
another “‘natural’”—something with tremendous appeal 
to step in when the demand for other products should 
begin to die down. 

There is one type of device—and one only—which has 
for some time stood out as the coming major electrical 
appliance industry. 

This is AIR CONDITIONING. 

Air Conditioning is comfort—it is health—has its 
roots in the most fundamental desire of mankind. It 
is not a substiute for something; it is not superficial. 

The advent of air conditioning brings higher living 
standards ; it promises greater security, greater health. 

Hanging in the balance is a golden opportunity to dis- 


Taste has always been something which has come 
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tributors and their dealers to do the biggest volume of 
electrical appliance business in their history. Many or- 
ganizations have seen the tremendous possibilities of air 
conditioning. Taking advantage of a great amount of 
newspaper and medical propaganda which has swept the 
country in favor of air conditioning, many manufactur- 
ers have turned to the making of equipment for the 
conditioning of inside air. 

There have been some very successful, complete air 
conditioning devices developed of the expensive, intri- 
cate and installed types. There are other devices for 
performing some of the requirements of air condition- 
ing of the portable type. 


HE question right now is, “Will air conditioning be 

a question of the installed system or will it be a mat- 
ter of portable equipment—simple to operate and in- 
expensive, applicable to every home and office which 
can be handled and sold through distributors and deal- 
ers just as is electrical refrigeration, radio, washing ma- 
chines and other appliances?” If the specialty distribu- 
tor and dealer grasp this opportunity to take on and 
aggressively merchandise the proper type of portable 
equipment, they can assure for themselves a business 
which has volume and profit possibilities—literally be- 
yond comprehension. 

If the specialty distributor and dealer, however, at- 
tempt to reach this market with an inefficient and inade- 
quate type of so-called air conditioning equipment— 
simple, portable air conditioning for the home and office 
will be set back to a marked extent. 
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mall Distributor's Set-up 


By S. P. BASH 


President, Bashwood, Inc. 


Seattle, Wash. 








S. P. Bash 


UR territory is the state of 
Washington and the territory 
of Alaska. We endeavor to 

cover this territory with three sales- 
men, who perform the functions of 
both city and outside men. We orig- 
inally sold the Sparton radio line ex- 
clusively, but since the first of the year 
refrigeration has also been added. 

In establishing refrigeration dealers, 
we prefer to get those who are already 
exclusive Sparton radio dealers, and 
we find that they are taking readily to 
the new line. Naturally, however, we 
cannot always do this and dealers are 
occasionally picked from among other 
classes. 

Dealers are limited in number by 
taking into consideration both the 
population and geographical factors. In a general way, 
we wish to have one dealer to about 10,000 population. 
In large cities we try to pick a few key dealers in the 
metropolitan district and then secure at least one in 
each important suburban district. Sometimes the dealer 
is given an exclusive franchise in his territory, but to 
secure such an arrangement he must not only be soundly 
financed but he must also have an organization of sales- 
men on the outside as well as on the inside. In fact, I 
do not think it possible for any dealer to make a living 
without an outside selling organization. 

Generally speaking, the dealer that can finance his 
own paper will make money, other things being equal. 
Those who cannot are probably due to make a bare liv- 
ing if they keep their heads up at all. Margins are not 
vet sufficient to permit of the finance company’s profit 
to come out of the business and leave much for the 
lealer. If he is well established, has good credit founda- 
tion, and will watch his.step, there is no reason why 
he cannot make satisfactory arrangements with his bank 
so that they can carry on this business between them 
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A corner of the Bashwood display room. Miss 
Norris is seen giving a strong sales talk on the 
Sparton refrigerator 


Bashwood, Inc., of Seattle, distributors of Sparton radios 
and refrigerators, have a set-up and plan of operation that 
is both effective and economical for a small organization 


without a third party 
entering. I know that 
this is not so easy now 
with radio paper, but 
it is fairly easy with 
refrigeration paper. 
In this district, as 
distributors, we are 
allowed to establish 
our own lists and dis- 
counts. We have ar- 
ranged so that the 
first discount to re- 
frigeration dealers is 
30-5-5, which applies 
on anything from one 
to 15 boxes. From 16 
to 25 boxes they get 
another five. On all 
above 25 boxes they 
get yet another five. 
In our plan, there 
are no sub dealers. 
The whole question of 
discount is based on quantity of merchandise sold. 
Inside of the office here, we get along very nicely 
with an organization consisting of myself, Bernice Nor- 
ris, who looks after the books and records, and is also 
a capable demonstrator and salesman, or rather sales 
lady, on both radio and refrigeration, and one service 
man who also performs the duties of shipping and re- 
ceiving clerk. We also have one truck and driver. 
Some people will say that this is not a very large out- 
fit, and I will agree with them. But in these days large- 
ness is not our aim. Our aim is to get a profit out of 
the business if it is possible to do so with every man 
and woman working conscientiously to that end and 
overlooking no bets. I am happy to say that the year 
1931, when we had radio only, did show a profit, which 
I am given to understand may be considered somewhat 
exceptional. So far this year radio is performing about 
the same as last year, and we have been able to take on 
and absorb the refrigeration line with the same organi- 
zation, so you can see that I have hopes for a more 
profitable year in 1932 than in 1931. 
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A Cooperative Program for Selling 


Electric Ranges 


Distributors in the Minneapolis territory have increased their range 
stocks and are supporting their dealers in an aggressive selling com- 
paign sponsored by the Northern States Power Co. 


UR cooperative electric 
range sales plan presents, 
we believe, an opportun- 


ity for all dealers of major elec- 
trical appliances to build up a 
profitable electric range business. 

We further believe that in con- 
sideration of the aggressiveness now being exerted by 
manufacturers, the large sums of money being spent for 
national electric range advertising, dealers should now 
consider seriously the possibilities in this new field. 

This plan is an effort on our part to render every 
possible assistance to dealers in the selling of electric 
ranges on a profitable basis. 

The home service department of the Northern States 
Power Co. will give, upon request, unbiased sales as- 
sistance to dealers to aid them in selling electric ranges. 

To obtain this help the dealer will request of our di- 
vision manager (blank provided for this purpose) the 
assistance of the home 
service department after 
the dealer has made an ef- 
fort to sell his range. 

Upon receipt of the deal- 
er’s request our home 
service representative will 
visit the prospect, discuss 
the desirability, etc., of elec- 
tric cooking and urge the 
prospect to purchase the 
dealer’s range. 

A brief report on the re- 
sults of the home service 
representative’s visit then 
will be promptly made to 
dealer. 

When the, dealer’s re- 
quest for home = service 
sales assistance is received, 
we will establish in our 
files a prospect card listing 
the prospective purchaser 
as the dealer’s prospect for 
a period of sixty days. This 
should not, however, retard 
the efforts of other dealers 
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By H. E. YOUNG 


Vice-President in Charge of Sales, 
Northern States Power Co., 
Minneapolis, Minn. 





View of Westinghouse All-electric Kitchen. 
The dome shaped ceiling forms ducts leading 
to exhaust fan 


but only insofar as the company’s 
salesmen are concerned. 

The home service department 
will upon request (blank pro- 
vided) follow up the installation 
of electric ranges sold by dealers 
and instruct the purchaser in the 
operation of the range and methods recommended for 
cooking electrically. 

The company’s merchandise department will allow 
$10 to purchasers of electric ranges for their old cook- 
ing equipment. Dealers will be privileged to offer the 
same inducement at the company’s expense. We will 
reimburse the dealer up to an amount of $10 after the 
electric range has been installed and the stove taken in 
trade has been delivered to our company. (Request for 
allowance form provided.) 

During the guarantee period on electric ranges, one 
year from date of installation, our company will furnish 
free labor for replacement 
or repair of operating parts 
on any range sold by any 
dealer. The dealer to fur- 
nish us on consignment, 
without charge, necessary 
parts for repairs and re- 
placements. 

After expiration of one 
year guarantee, our com- 
pany will furnish labor at 
regular rate of charge to 
dealers for range repairs. 
Dealers to furnish. us on 
consignment without charge 
necessary parts for repairs 
or replacements. This serv- 
ice is offered to dealers to 
assist them in handling 
range business. Requests 
for repair service should 
come through the dealer to 
our company and not direct 
from the customer. All ex- 
pense for repair service is 
to be billed direct to the 
dealer. 
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In the matter of installation costs, a flat price is gen- 
erally agreed upon in each locality, based upon propo- 
sitions submitted by contractors. 

This is added to the cost of the range and not paid 
for by the utility company, to a certain extent in recog- 
nition of the Association of Electragists’ stand in ob- 
jecting to utility companies paying for this cost. 

We do no financing of dealers’ paper, leaving this 
to financing companies. We do not sell ranges wholesale, 
leaving this to manufacturers and wholesalers. 

We purchase ranges from 
wholesalers where manufacturers 
handle them through wholesalers, 
and from manufacturers direct 
where they do not handle them 
through wholesalers. 

Our program is based upon a 
recognition of the fact that it is 
difficult, if not impossible, for 
dealers to sell ranges at a profit 
without some assistance. 

The elements which prevent a 
profit in merchandising ranges 
are the following: 

1. Educational work, such as 
the holding of meetings, classes, 
demonstrations, etc., necessary to 
sell the idea of electric cooking. 

2. Follow up expense by dem- 
onstrators to educate the house- 
wife in cooking economically in 
order to keep the range sold and 
to keep the customer satisfied. 

3. Excessive direct 
selling expense in the 
employment of sales- 
men in making the 
large number of calls 
before a sale is con- 
summated. 

4. The price of the 
range itself, especially 
in the face of the fact 
that most prospective 
customers already 
have a range of some 
kind which they con- 
sider has a certain 
value. 

5. Servicing of elec- 
tric ranges in such a 
manner as to satisfy the customer that they will get 
prompt and expert service at a reasonable cost. 

With these problems and expenses taken care of for 
the dealer and eliminated from his picture it would 
seem that aggressive dealers should be able to sell ranges 
at a profit and should be interested in entering this field, 
which heretofore, in our territory at least, it has been 
virtually impossible to accomplish. 

Our plan, as outlined above, takes care of all these prob- 
lems and expenses for the dealer at no expense to him. 

Our home service department is, to a large extent, 
put almost solely at the disposal of dealers, in that it 
will function to carry on educational work for the bene- 
fit of the dealers and call on his prospects and help him 
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This de luxe electric range, by Westing- 
house, is placed in yellow tile with black 
trimming 


Another view of the all-electric kitchen. 
Note vents in ceiling for ventilation 








close sales, all at no expense to him. The effectiveness 
of this department will be measured by the volume of 
dealer sales developed, so that the ambition of this de- 
partment will be to make the best possible showing in 
dealer sales. 

This department will also be at the dealers’ disposal 
to follow up on sales and keep the customer satisfied. 

The company’s allowance for an old range turned in 
is, in effect, a premium to the dealer, to be used in the 
way which he feels is the most effective in producing 
more range sales. 

The servicing ar- 
rangement relieves the 
dealer of all service 
expense, while at the 
same time insures the 
customer of prompt 
| and expert service at 
a minimum cost by 
reason of its consoli- 
dating all service for 
all dealers, including 
the utility, and effect- 
ing the utmost of 
economy and the max- 
imum of expertness 
and efficiency. 

With the above pro- 
gram it would seem 
that any dealer who is successful 
in the sale of specialties of any 
kind should be able to success- 
fully sell electric ranges. We can 
not expect, of course, that we can 
make successful dealers out of 
unsuccessful dealers, and that a 
dealer who has never been able 
to sell anything can successfully 
sell electric ranges. 

Furthermore we do not en- 
croach upon the field of financ- 
ing companies, wholesalers, 
manufacturers, or contractors, 
leaving them all free to partici- 
pate in the program and interest 
themselves in it to their advan- 
tage and profit. 

Financing dealers who cannot 
obtain financing otherwise would 
simply mean that we would have 
to offer a more liberal financing 
program than legitimate financing companies’ offer. 

Already 75 dealers, including hardware, furniture, 
and electrical contractor dealers, have accepted the dealer 
range plan and are displaying and aggressively selling 
electric ranges in towns served by the Northern States 
Power Co. 

Distributors have increased their range stocks and 
now stand ready to give prompt service. Their sales- 
men are informed of the merits of the particular range 
they represent and are well equipped to help dealers. 

The dealer can now step out with confidence and do 
a range selling job knowing that he has the manufac- 
turer, the distributor, and the utility behind him to give 
him the assistance he has needed. 
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Station 


For twenty years this firm has been selling the automo- 
tive trade. Its electrical department finds the auto- 
motive dealer more active in the electrical appliance 


field than ever before 


Don’t Overlook the S 
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HAT is the opportunity for Aut Pt 
the electrical wholesaler in uromotive 
selling the garage, service Distributor This garage uses its show windows to display 
station and automotive electrical radios, refrigerators and other electrical 
“ ‘ appliances 


shop? 

In these days when electrical dis- 
tributors are looking forward to 
new outlets in an effort to stimu- 
late sales this forms an interesting speculation. Although 
we have been successful in selling this type of dealer, 
our background is somewhat different from the average 
electrical supply house. We began calling on this trade 
as soon as the automobile began to be a popular means 
of transportation. We sell tires, oil, alcohol, and in 
short, a full line of auto accessories in addition to elec- 
trical supplies. Therefore, our salesmen calling on this 
type of account are not dependent for profitable busi- 








ness solely on the electrical goods sold in these stores. 
However, of late electrical business in this type of out- 
let seems to have improved. General business has fallen 
off and the auto dealer, service station man and others 
outside the electrical industry have been more eager 
than ever to increase their sales from any possible 
source. 

In the small village, the service station is the com- 
munity center. The proprietor knows everyone in the 
village and quite a 
few outsiders. If Mrs. 
Jones is the last one 
to hang out her wash- 
ing in the morning be- 
cause she has an 
obsolete washer the 
service station man 
knows about it. He 
can show her the ma- 
chine in his own 
home, give her a few 
circulars, and start her 
thinking about wash- 
ers. If necessary, our 
salesman will arrange 

Ne. Seay 
Sal a call on her to close 











The complete electrical dis- 
play maintained by this 
distributor 
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the deal. Sales pro- 
motion work of this 
kind is a_ big help 
in encouraging and 
teaching the new 
dealer. 

There is probably a 
radio in the service 
station and the pro- 
prietor has the agency 
for that. It isn’t at all 
hard to talk radio 
with those in the sta- 
tion who happen to be 
listening in. Some of 
the listeners are 
certain to like the tone 
of that particular ra- 
dio, and as they drop 
in at regular intervals 
they can be sold by 
low pressure methods. 

At Christmas time 
this type of dealer 
makes an_ excellent 
outlet for decorative 
lighting sets and quite 
a number of them can 
sell a few small appli- 
ances as gifts. 

The small town 
auto dealer also has 
his circle of friends 
and customers. His 
salesmen are capable 
of selling high priced 
units and many of 
them are now han- 
dling radios. To many 
salesmen the world 
seems divided into 
two classes, those he 
can sell and those he 
cannot. If he has sold 
a man an automobile 
which has given satis- 
faction there is a most 
excellent chance that 
he can sell him a ra- 
dio for the same rea- 
son he sold the auto—because he has something newer 
and more efficient in operation. 

Four of our salesmen call almost exclusively on the 
auto trade but, of course, make other calls in the smaller 
towns. If there is a hardware store in the town they 
make an effort to have one of our wiring supply tables 
prominently displayed. This table consists of plugs, 
sockets, switches, lamp cord and other small articles 
which bring the order up to $75. This type of goods 
practically sells itself and we have them in most of the 
hardware stores in the city as well as many outside. 

We also have a line of equipment for the electrical 
service specialist. This includes battery chargers and 
an outfit that is a complete workshop for the automotive 
electrician. The price of this useful equipment item 
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This shop table is equipped with lathe, armature undercutter 
and testing equipment for automotive electrical work 





Battery charging equipment for the automotive electrician 
is demonstrated in actual operation 


is such that it is bought mainly by the electrical special- 
ists who have considerable work of this kind to be done. 

Salesmen usually interest the prospect in these out- 
fits and bring him into the store for a demonstration. 
Occasionally someone in the business sees our displays 
in the store and makes inquiries that lead to sales. Ob- 
viously, it is necessary to have an actual model on dis- 
play as people simply do not buy these things from a 
catalogue. 

Likewise, in our appliance sales, we work hard to get 
the small town dealer who may not be primarily an 
electrical dealer to carry at least one model of radio, 
washer, vacuum cleaner, or electric range in the store. 
“If you don’t have them you can’t sell them” is a 
very true, if somewhat shopworn adage. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Electric Cookery Council 
Completes Organization 

“Full speed ahead” is the motto 
adopted by the National Electric 
Cookery Council at the meeting of 
its Executive Committee held in New 
York on July 8. 

The plan adopted by this com- 
mittee provides for intensive cultiva- 
tion through the use of field rep- 
resentatives, a headquarters staff, a 
field plan book and numerous aids 
for the use of local Electric Cook- 
ery Councils to be organized through- 
out the United States wherever 
groups are found interested in the 
promotion of electric cookery. A 
Plan Book will appear about August 
1, 1932, which is designed to aid in 
the immediate formation of local 
cookery councils. 

The Executive Committee is of the 
opinion that this organization work 
will have been completed by March 
1, 1933, and following that date is 
planning to release a barrage of na- 
tional consumer advertising — the 
effectiveness of which will have been 
greatly enhanced by the preparation 
of the field through the establishment 
and operation of local Electric Cook- 
ery Councils. Suitable trade paper 
advertising will be released this fall. 

J. R. Trumbull has been appointed 
manager at headquarters and the field 
work organization is already under 








Business Man—Fisherman: Ed H. Schae- 


fer, president of the E. H. Schaefer 
Corp. of Milwaukee, Wis., distributors 
for the General Electric refrigerator, is 
a deep sea fishing enthusiast, and the 
evidence, some seven ft. in length, is 
mounted and can be seen by anybody 
who doubts this story. 


way. The following divisional direc- 
tors have been appointed: 

New England, W. C. Bell, New 
England Power Association, Boston, 
Mass.; Eastern, A. H. Schoelkopf, 
Niagara Hudson Power Corp., Buf- 
falo, N. Y.; Southeastern, C. A. Col- 
lier, Georgia Power Co., Atlanta, 
Ga.; East Central, T. O. Kennedy, 
Ohio Public Service Co., Cleveland, 
O.; North Central, H. E. Young, 
Northern States Power Co., Min- 
neapolis, Minn.; Great Lakes, G. W. 
VanDerzee, Milwaukee Electric Rail- 
way & Light Co., Milwaukee, Wis. ; 
Northwest, M. L. Hibbard, Idaho 
Power Co., Boise, Idaho; Southwest- 
ern, P. E. McChesney, Gulf States 
Utilities, Beaumont, Tex.; Pacific 
Coast, W. L. Frost, Southern Cali- 
fornia Edison Co., Los Angeles, Cal., 
and Rocky Mountain, W. N. Clark, 
Southern Colorado Power Co., Pu- 
eblo, Col. 

The N. E. W. A. is represented on 
the National Council by Edwin M. 
Graham, vice-president, National 
Electrical Supply Co., Washington, 
+ on 
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Osgar Pliers Gets All 
Pepped Up 
Dear Mr. Editor: 

Well things is wagging on just the 
same. Some things is different as 
for instance me and the power com- 
pany. We are getting along swell 
—they is copereating in no mean 
fashion and they aint a bad crowd 
when you get to know em. One of 
the things we guys in this business 
have got to learn and that is that we 
are trying to sell electrical things— 
one guy is interested in current, 
another wiring, another generators, 
another refrigerators, and so on, and 
we aint going to get nowheres un- 
less we all get together and fight the 
other fellow instead of fighting each 
other. This here electrical buisness 
is a good one even if every one is 
crabing about it, and I want to tell 
you what Sol Smith told me yester- 
day. 

Sol blew in whilst I was busy ar- 
guing with Henry about the beer 
question and Sol grabs a chair and 
jumps right in. Having Sol in a 
argument is like having Jones in a 
golf game—he owned the show in 
five minutes. 

“Hows buisness, Osgar” he says. 
“Swell” I says. 
“Well, so it should be” says Sol. 


“Say” he says, “did you ever hear of 
a guy named Starch” he says. 
“Sure” I says, “hes in the laundry 
business” I says. 
“That isnt even funny” he says, 


“Now you listen to me”, he says, 
“and learn something” he says. 
“You and who else” I says. 
“O. K.” he says, “but listen. Dr. 


Starch is a guy which conducts sur- 
veys and writes books”, he says, “A 
smart guy, see” he says. 

“Then how and the h—ell do you 
know him” I says. 

“I know you,” he says. “Well”, 
he says, “Dr. Starch recently sent a 
letter to 1057 women in 14 states’, 
he says. 

“What a boy” I says. 

“This was a questionair”,, he says, 
“and he asked the gals’, he says, “to 
put down the things they would buy 
next for their homes” he says. 

“Sounds devilish”, says I. 

“Well” he says, “what do you 
think was the first five things the 
ladies want” he says. 

“Are you asking me” I says. 

“Im asking you” he says. 

“Well”, says I, “a Louis XIV bed 
room set” I says. 

“No”, says he. 

“A baby grand pianner’’, I says. 

“No”, says he. 

“A new gas stove with floating 
power’, I says. 

“No”, he says. 

“Well, I give up’, I says. 

“Well”, says he, “grab an eye full 
of this. Heres what they want,” he 
says. 

“An electric refrigerator, an elec- 
tric radio, an electric washer, an elec- 
tric vacuum cleaner, and a rug”, he 
says. 

“Fine’, I says, “but I dont sell 
rugs” I says. 

“No, but you dumbell” he says, 
“you sell electrical appliances, and 
four out of five things the gals of 
this country want are electrical,” he 
says, “and that’s your business”, he 
says. 

“Say, thats good”, I says. 

“Good”’, he says, “thats perfect. So 
stop crying and get busy”, he says, 
“they is plenty of women in this town 
who want the things you have to sell. 
Go out and sell them” he says, “and 
thank God you aint selling corsets’, 
he says, “none of the janes men- 
tioned them”’, he says. 

Hoping you are the same, 

Respectively, 
OsGAR PLIERS. 
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MOVING WINDOW 
DISPLAY FOR 
YOUR DEALERS 


Hamilton Beach Food Mixers pre- 
sent an excellent chance to make 
moving window displays which pro- 
duce sales. By running the motor 
in Speed 1 the bowl will revolve 
slowly. You can paint the side of 
the large bowl or paste one of the 
special signs which we have prepared 
on the bowl. This is one stunt 
which your dealers will use readily. MODEL B_ Price includes 


A Racine dealer sold 7 mixers the pei ora 
first 3 days. A New York dealer two French 














Ivory Bowls, 


sold 9. single agitator 
: ; and double 

The Hamilton Beach is the (RETAIL) _ beaters. 

only Mixer on which the bowl $20.95 West of Rocky Mountains 


will revolve when empty. The 
mixer will run in this display 
day after day without heating 
or wearing—and then may be 
sold the same as any other 
new machine. 


All Hamilton Beach Food 
Mixers are sold through job- 
bers. This includes the large 
department stores and public 





We have a compact 6-page utilities. That’s where you can | 
brochure to help you sell deal- get volume. Hamilton Beach 

ers. Fits your loose-leaf bin- Manufacturing Company, Ra- 

der. Ask your sales manager cine, Wisconsin. Subsidiary of 

for a free copy. Scovill Mfg. Co. 


Portable—Pick it up and use it 
anywhere. Nothing to detach 
or adjust. One hand easily slides 
it on or off the stand. 


The Extractor is sanitary be- 
cause there is no bearing run- 
ning in the bowl. Will operate 
quietly year after year. 


| HAMILTON BEACH 
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Combined Exposition to be Held 
at Madison Square Gardens 
Believing that the trend of busi- 

ness is now definitely upward, and 

that the electrical industry, in all its 
ramifications, is fundamentally sound 
and basically in a position of leader- 
ship, the management of Madison 

Square Garden Corp. has announced 

that it will sponsor and manage a 

“Combined Exposition of Radio, Re- 

frigeration, and Electrical Industry 

of 1932” to be held at Madison 

Square Garden, September 16 to 24. 
In former years, divisions of the 

electrical industry have had separate 

shows, all of benefit to manufactur- 
ers and distributors and of great in- 
terest to the public. This year, with 
perhaps the greatest array of scien- 
tific developments in the history of 
any branch of the industry, it was 
decided to combine these shows and, 
in keeping with the times, offer to the 
public three shows for the price of 
one, and to the manufacturer who 
may be in only one phase of the 
industry, or whose lines may overlap, 
the opportunity of presenting all his 
lines to all the trade and the public 
at one time, and at one cost. 
Heretofore, Madison Square Gar- 
den has merely provided space for 
these shows. But realizing that this 


year, more than ever before, sponsor- 
ship would determine the degree of 
success, W. F. Carey, president of 








Three Years Old and Going Strong: 
The Rogers Philco Co., Cleveland, O., 
is a branch of the Pittsburgh organiza- 
tion. The men in the picture, left to 
right, are: J. A. (Col.) Stages; F. J. 
Dumont, Philco factory representative, 
and H. F. Nickerson, branch manager. 
This company has fine facilities for both 
sales and service and, of course, handles 
Philco radio exclusively. 





Radio Corporation Has Booth at Show: 
The Crosley booth of the Radio Corp., 
Wichita, Kans., at the Wichita radio 
show received many favorable com- 


ments. The top part was lighted with 
colored lights operated from a sign 
flasher, giving a very beautiful effect. 





Madison Square Garden Corp. de- 
cided to take the lead, and provide 
not only the space, but the financial 
responsibility, the promotion, and 
management of the combined shows. 

This management Mr. Carey has 
placed in the hands of Joseph Bern- 
hart, long associated with the elec- 
trical industry, particularly in the 
field of radio, since its very incep- 
tion. 

Radio exhibitors will include mak- 

ers of receiving sets, makers of cab- 
inets and other parts, and radio tubes. 
Also included will be exhibitions of 
a scientific nature kindred to radio. 
Broadcasting, as the background of 
radio, will be strongly featured. Two 
modern studios will be built in the 
main floor arena of the Garden 
which will provide facilities for 
broadcasting by the major broadcast- 
ing chains during the show. Through 
the cooperation of leaders in the 
broadcasting field, special programs 
will be arranged featuring radio 
stars. 
Arrangements are being made to pro- 
vide sound-proof studios for the use 
of manufacturers to demonstrate 
their products to the trade, thus sav- 
ing the expense of outside demonstra- 
tions. 

The home electrical appliance field 
naturally covers a wide scope of spe- 
cialties. Prominent in ‘this field, 
which is at present in the public eye, 


are manufacturers of refrigerators, 
washing machines, electric ranges, 
and air conditioning apparatus. This 
industry, covering the entire range 
of domestic utilities, will be given 
full support and special effort made 
to assist this part of the exposition. 

In line with the needs of the pres- 
ent, the entire exposition will be con- 
fined to a program of rigid economy 
for the exhibitor, yet without sacri- 
ficing anything in the way of effi- 
ciency, control or effort to make the 
show a success. As an example, 
space prices for exhibitors will be 
from 33 1-3 to 40 percent less than 
for past shows. 

General admission tickets will be 
sold to the public at a reduction of 
25 to 35 percent of former prices. 

The period of the show is nine 
days instead of one week as in the 
past. The opening on Friday, Sep- 
tember 16, affords the additional ad- 
vantage of Sunday newspaper pub- 
licity. 

Hours to the Public: Friday, Sep- 
tember 16 to Saturday, September 
24 inclusive—2 P. M. to 11 P. M. 

Hours to the Trade: Saturday, 
September 17 to September 24 in- 
clusive—l1 A. M. to 1 P. M., ex- 
cepting Sunday. 

Reservations of exhibit space have 
already been made by many promi- 
nent manufacturers in each branch to 
be represented. One leading com- 
pany has taken six entire booths. 








Business Built Around Service to Dealer: 

At the left is G. S. Rigdon, president 
of the Royal Electric Products Co., 
Portland, Ore., with Victor Dyke, serv- 
ice and office manager. This company, 
an appliance distributor of some years’ 
standing, operates along specialized 
lines, seeking only what are known as 
“prestige” accounts such as department 
stores. Its business is largely built up 
around service to the dealer. 
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George Belsey Plans Range 


Training Schools 

The George Belsey Co., Ltd., since 
1927 Southern California distributor 
for General Electric refrigerators, 
recently was given the General Elec- 
tric “Hotpoint” range franchise cov- 
ering the same territory, 

This distributor operates its own 
retail stores in Los Angeles, Holly- 
wood, Pasadena, Glendale, Alham- 
bra, Santa Monica, Huntington Park, 
Long Beach, Santa Barbara, Santa 
Ana, Pomona, Riverside, and San 
Bernardino. In the downtown sec- 
tion of Los Angeles retail sales are 
handled by the Broadway Depart- 
ment Store, Barker Brothers and 
Parmelee-Dohrmann. Twenty-seven 
other important cities and towns in 
the territory are covered by exclu- 
sive franchised dealers, A cooperative 
selling agreement between the South- 
ern California Edison Co. and all 
of the retail stores of franchised 
dealers and the distributor, brings 
the extensive display and selling fa- 
cilities of this large utility into the 
picture. 

Active direction of the range sales 
campaign will be under the leader- 
ship of George Belsey, president of 
the company. Erle P. Gibson, vice- 
president, will direct retail sales 
through the company owned stores, 
with J. C. Hoyt as retail range man- 
ager. Fred Salt, wholesale manager, 
will supervise sales through fran- 
chised dealers, and W. A. Marsden, 
utility sales manager, will represent 
the company in its dealings with the 
Southern California Edison Co. 
Robert E. Mangan will direct the ad- 
vertising and sales promotion pro- 
gram. 

Believing that a _ considerable 
amount of educational work must 
be done to overcome the popular mis- 
conceptions of electric cookery, this 
distributor has decided upon an un- 
usually ambitious series of cooking 
schools. More than 100 already 
have been scheduled and many addi- 
tional ones are tentatively planned. 
The majority of these schools will 
be three or four day affairs, and will 
be accompanied by extensive pub- 
licity and advertising in the news- 
papers, 

The several hundred salesmen of 
the company and its dealers, in 
eroups of four, are being sent 
through range training schools as 





Be nse rie OF OE ee 


To Take On Additional Specialty Lines: The Iames C. Gordon Co., Inc., St. 


Louis radio distributor, has occupied these handsome quarters at 3139-41 Olive 
St. for the past six months. The firm has been in business for several years and 
will shortly expand, taking on other large specialty lines. 





rapidly as facilities will permit. While 
these men are primarily refrigerator 
salesmen they are being given this 
course so that they will have a thor- 
ough understanding of the merits of 
the General Electric range and the 
advantages of electric cookery. Thus 
they will be able to intelligently pre- 
sent the range when an opportunity 
for doing so presents itself. Besides 
this group, a large corps of highly 
trained range specialists is being re- 
cruited. These men will devote all 
of their time to range sales. 

The distributor will conduct an 
adequate advertising and sales pro- 
motion campaign. The bulk of the 
advertising appropriation will be 
spent in newspapers. The sales pro- 
motion program will be devoted to 
direct mail and selling helps for the 
sales force. 

“We are thoroughly sold on the 
market possibilities for the electric 
range,” Mr. Belsey said. “We be- 
lieve that when the public fully com- 
prehends the many unique advan- 
tages of electric cookery, sales will 
be very large. We also believe that 
we must go through a preliminary 
period of slow training to secure 
effective salesmanship, and through a 
long educational process to break 
down the popular misconceptions 
which the public has concerning elec- 
tric ranges; namely, that they are 
slow, different in use from other 


kinds of cooking equipment, and 
costly to operate. 

“But we are prepared to throw all 
our energies into these two jobs, 
feeling that the ultimate reward will 
be well worth the effort. In the mean- 
time, we are under no delusions that 
we are going to set the world afire 
in 1932. We will bend every effort 
to do as good a job in 1932 as our 
experience in range selling will per- 
mit, and I have no doubt we will 
finish up the year with a reasonably 
satisfactory volume of business and 
certainly a great deal of valuable ex- 
perience which should make our or- 
ganization an important factor in 
electric range sales in 1933.” 

Vv 


W. M. Dutton and Sons Launch 


Summer Sales Contest 

W. M. Dutton and Sons Co., 
Omaha, Nebr., in cooperation with 
the Norge factory representatives, 
started a series of dealer meetings at 
the Hotel Paxton on July 7, for the 
purpose of explaining to the Dutton- 
Norge dealer organization the sum- 
mer sales contest beginning July 11. 
This contest is for Dutton salesmen, 
Norge dealer salesmen, Norge dealers 
and, most important of all, the con- 
suming public. Thirty-six dealers 
were present, also J. Sterling, sales 
promotional manager, and Fred 
Fleisher, district manager of the 
Norge Corp. 
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Activities 


Association 






A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








B. W. Clark Now Heads Society 
for Electrical Development 
At the meeting of the board of 

directors of the Society for Electrical 

Development, recently held at Atlan- 

tic City, the resignation of Marshall 

E. Sampsell of Chicago was accepted 

and B. W. Clark, general manager, 

Westinghouse Electric Supply Co., 

chairman of the Executive Com- 

mittee of N. E. W. A. was elevated 
from first vice-president to acting 
president of the Society. 


Vv 


Hommel Elected Treasurer of 
Pittsburgh League 

At the annual meeting of the Elec- 
tric League of Pittsburgh held at the 
Shannopin Country Club, June 17, 
officers and directors for the ensu- 
ing year were elected. Wholesalers 
elected to office were Ludwig Hom- 
mel, president, Ludwig Hommel and 
Co., treasurer and A. R. Loughbor- 
ough, Graybar Electric Co., director. 


v 


1933 Oil Burner Convention to 
be Held in Chicago 


The tenth annual convention and 
show of the oil burner industry will 
be held in Chicago at the Hotel 
Stevens during the week of June 11, 
in conjunction with the opening of 
the “Century of Progress,” accord- 
ing to an announcement from Mor- 
gan J. Hammers, president of the 
American Oil Burner Association 
upon his return from Erie, Pa., 
where the directorate of the Asso- 
ciation held its regular quarterly 
meeting. 

v 


NARRED Members Attend 
Carrier Demonstration 
Recent developments in air condi- 
tioning were demonstrated to a group 
of distributors comprising members 
of the National Association of Radio, 


Refrigeration and Electrical Distrib- 
utors, at the plant of the Carrier En- 
gineering Corporation, Newark, N. J. 
on June 27. 

A feature of the meeting which 
was undertaken to acquaint electrical 
distributors with the possibilities for 
merchandising small domestic types 
of air cooling and conditioning equip- 
ment, was a demonstration of a new 
portable room cooler using ice as the 
refrigerant. 


Talks were delivered by H. P. 
Gant, president of the Carrier-York 
Corp., the merchandise division of 
the Carrier Corp., D. E. French, 
executive vice-president of the Car- 
rier Research Corp. and J. M. Bickel, 
merchandise manager of the Carrier- 
York Corp. 

Vv 


Record Attendance Expected at 
Inspectors’ Convention 


A concerted attempt to make the 
1932 annual convention of the East- 
ern Section, International Associa- 
tion of Electrical Inspectors, the most 
successful ever held, is reflected in 
the zeal with which organization 
work has been set in progress. The 
meeting will be held at the Hotel 
New Yorker, September 26-29. Ar- 
rangements are being made to handle 
about a thousand registrants. 


Interest in the coming meeting has 
been stimulated not only among the 
inspectors themselves, but in prac- 
tically every other branch of the in- 
dustry. On the general committee 
there are represented inspectors, con- 
tractors, wholesalers, manufacturers, 
central stations and civic associations. 


Elaborate plans are being made 
for the entertainment of out of town 
inspectors and their wives who at- 
tend the meeting. The annual banquet 
has been set for Wednesday night. 
That same day there will probably 
be a joint luncheon with the Elec- 
trical Association of New York. 





Puget Sound Association Spon- 
sors Wiring Ordinance 

At a recent meeting of the Puget 
Sound Electrical Wholesalers Asso- 
ciation it was voted to sponsor a 
proposed ordinance prohibiting the 
use and sale of non-code material 
within the cities of Seattle and Ta- 
coma. It was referred to the Elec- 
tric Club of Seattle for presentation 
to the City Council. 

The P.S.E.W.A. is organized for 
improving conditions in the electrical 
wholesale branch of the industry and 
will endeavor to find solutions for 
common problems of that branch 
only. Problems common to all 
branches of the industry, such as 
this matter of a code which affects 
not only manufacturers and whole- 
salers but contractors, dealers, util- 
ities, etc., will be referred to the Elec- 
tric Club, as this body is more repre- 
sentative of the whole industry. 


At the same meeting the Associa- 
tion also referred to the Electric Club 
the problem of the “Do your own 
wiring” campaign now being con- 
ducted by mail order organizations. 

The P.S.E.W.A. is endeavoring to 
bring about complete unity and un- 
derstanding between the local and 
national companies to the end that all 
may go forward together. The con- 
stitution and by-laws are liberal and 
every person, firm or corporation en- 
gaged in the electrical wholesale type 
of business is eligible for member- 
ship. The Association feels that 
anyone wishing to engage in the dis- 
tribution of electrical supplies at 
wholesale is entitled to do so and all 
that is asked is that he conduct his 
business in a sound and economical 
manner and in the interests of the 
public and of the industry in general. 

Harry Byrne, chairman of the ex- 
ecutive committee, reports that the 
Association is making steady and 
substantial progress and has already 
established its usefulness and per- 
manency. 
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H E.bg@é Corb SETS 


PAS 


a. 


for the 5000000-ser 


cy? market existing TODAY 
—F— Packaged for unall 


COUNTER DISPLAY 
as [/lustrated —> 


Made with 


Kant-—Kink 
ELASTICORD* 


SCREWLESS 
Heater Plus 


Unbreakable 
Rubber Cap 


GUARANTEED 
forOne Yea 


* ELASTICORD is a product 
and trade-mark of 


The United Elastic Corporation 
of Easthampton. Mass. (2enans) 


Long Life ‘9 No 


in the cord 






Here's a money-maker in TODAY'S market— with quality features that pull it out of price- 
competition and show your customers 4 real profit. First feature: Kant-Kink ELASTICORD; 
7 ft. 2 in. of self-folding heater cord kept free of kinks by elastic braided into the cord. 
Second feature: SCREWLESS Heater Plug of genuine Bakelite fastened together by 
spring clips; no screws to lose or loosen. Third feature: Pull-handle UNBREAKABLE 
rubber cap, wiring concealed. Fourth feature: A one-year GUARANTEE with each set. 
Approved by Underwriters’ Laboratories. . . Each standard package of 12 sets forms 
the Counter Display pictured above. ALREADY A PROVED LEADER FOR QUICK SALES-RESULTS. 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 












A digest of selected articles 
appearing in recent issues of business 
and trade publications which reflect 
distribution trends in various fields 


Trends in 
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The Refrigeration Bureau's 
Greatest Achievement 

But I haven’t told you the greatest 
and most valuable achievement of the 
Bureau —an asset, the potentiality of 
which was recognized when the Bureau 
was formed but which was looked upon 
as a somewhat intangible by-product. 

And this priceless asset I cannot ex- 
press in dollars or number of refrig- 
erators sold or in central station rev- 
enue. There is-no slide rule by which 
I can compute it, yet I know that it is 
worth a hundred times all of the other 
values the Bureau has created. 


The Bureau has brought together 
into a business brotherhood the refrig- 
eration interests in more than 8,000 
communities, radiating from more than 
400 major cities. It has brought to- 
gether the refrigeration and central 
station industries in the sympathetic 
understanding of mutual problems and 
their solution. It has pointed out also 
the way whereby central stations and 
all sellers of electrical merchandise may 
work together in harmony with profit 
to both. It has actually built up a new 
unwritten code of business ethics and 
fair dealing. 

Here is one of the greatest develop- 
ments—one of the greatest potential 
steps forward in the electrical business 
since Thomas Edison captured light in 
a bottle! I want you to see this rev- 
elation so clearly, so distinctly that it 
will remain etched in your memory, be- 
cause I believe it is the dawning of a 
new business era.—From an address by 


J. E. Davipson, chairman Electrical 
Refrigeration Bureau, delivered at 
N.E.L.A. Convention, Atlantic, City, 
June 8. 

v 


Sell Products That Are Needed 
by the Buyer 

During the past 18 months we con- 

stantly have been preaching to our 


salesmen that we are in normal busi- 
ness times, that the years prior to 1929 
were extraordinary times and so we 
have established the idea of the neces- 
sity of selling the products that are 
Those salesmen 


needed by the buyer. 





who have grasped this idea are out 
working harder than ever. They are 
producing business and are showing 
black figures in 1931 over 1930, and 
thus far in 1932 over 1931. These cases 
are not the exceptions, but the average. 


Those in charge of. salesmen should 
pay a great deal of attention today to 
the matter of boosting the morale of 
their men and turning their attention 
away from the alleged depression to the 
job of selling those products that can 
be, and are, being sold. — Frank F. 
WuittaM, sales manager, John Lucas 
& Co., in Executives Service Bulletin 
for June. 


v 


Encouragement 

Here and there are gleams of light 
that surely forecast the dawn. 

There is the courageous step of Farn- 
ham Yardley in raising the prices of 
Jenkins valve products on the most 
common-sense grounds. There is the 
cheerful forecast of Franklyn Hobbs, 
backed by statistical research of unde- 
niable significance. There is the hun- 
dred million dollar pool of working 
capital in New York and the million 
dollar initial allotment to finance sub- 
urban mortgages. 

There is the hidden market of mod- 
ernization, estimated as worth two bil- 
lion dollars to the building industry. 
Reports from Washington reveal a 
measured volume of $40,000,000 of 
maintenance and modernization work 
stimulated in 300 cities conducting re- 
lief drives of one sort or another. 

There is the advent of two great in- 
dustrial organizations in the oil heat- 
ing field, promising a new program of 
home improvement that may parallel 
the success of the domestic refrigerator 
industry. There are developments in 
cooperative selling and production that 
signify a new and logical adaptation of 
business policies to meet successfully 
the present lean market conditions. 

Serving one of the three essentials of 
life — food, clothing and. shelter — the 
building industry cannot disintegrate, 
no matter how sorely pressed by eco- 
nomic circumstance. — Epiroria, in 
Building Market News for June. 





A Wholesale Druggist Applies 
Selective Selling . 

Half of the customers served by the 
average wholesale druggist are served 
at a loss. 

That is the diagnosis of the ills of 
the wholesale drug trade which John 
R. Bromell of the U. S. Department of 
Commerce presented to the National 
Drug Store Survey Conference in St. 
Louis, April 26 and 27. 

Mr. Bromell has a remedy. It is se- 
lective selling, which means selling 
only to customers who are willing to 
cooperate for mutual gain. Here is an 
example of how selective selling might 
work: 

There was a wholesale druggist who 
had a very long list of customers. Al- 
most 2,000 customers were on_ the 
wholesale druggist’s list. Some of the 
customers bought large orders of drug 
store stocks. But a great many cus- 
tomers bought only very small orders. 

The wholesale druggist examined his 
customers’ list. He found that the small 
order customers made up 45 per cent 
of his entire clientele, yet accounted for 
only one per cent of his total volume. 

The wholesale druggist found that it 
cost him just as much money to take 
care of any of his small order, un- 
profitable customers, as it cost him to 
take care of any one of his customers 
included in the profitable 20 per cent 
which supplied 91 per cent of his sales 
volume. 

He looked over the unprofitable 45 
per cent. He tried to make them prof- 
itable. But this was an exceptional 
case. There was no salvage. The 45 
per cent would not learn to cooperate. 

Then he decided to tell 45 per cent 
of his customers he no longer wanted 
their business. He decided he could 
make more money by concentrating on 
his large-volume, profit-making custom- 
ers. With the money he saved by not 
dealing with the unprofitable druggists, 
he was able to offer better prices to the 
profitable druggists. His sales grew 
and his profits grew. 

That is selective selling applied as 2 
cure. It might better be applied as 4 
preventive. — Wholesale Druggist for 
June, 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 






























































































































































































































































































































































Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 | Zone 8 Zone 9 
COMMODITY _ ~ 9 9 _ |r ~~ = ~ - 
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A—CONSTRUCTION & MAINTE- é f 
NANCE MATERIALS (SUPPLIES) Fair Poor Poor Poor Poor Poor Fair Poor Poor 
Conduit 1);6;171)/9)/67/0)/2/1]70}10}12/0)}1)47/01/;01'31/0);31/3 }0|3})1 40 | 1} 4 
Conduit Fittings, Boxes, Accessories} 0|6/1/1/7/8/0/)/2/1/0}10/1IZ2/0}1/4/0/0/3/0/4/2]}/1/2/21/0!11]4 
Fuses O1}1)/510)7}10}0/0)3)0/6/}16;0/3;/27/0/0;/27/0;/4/0]1/0;4]1) 1) 3 
Miscellaneous Supplies —............... O;4;/3 7/0; 1/570} 1)21/0)6}16;/0;/2); 3/0; 1; 270; 4,1 Ft tr 3s 7O;2);37. 
Safety Switches & Panelboards........ OP4 STL SIOLOLOLS LOO NZIO LZ (SLOT LI ZIOL 4, Ut 2Zivizieolrii4 2 
Tools 0/;0;/6/0/0}10/0;0;/27/0/1)I57;0/0;/570;/0;/370/11/3 101;0);216)0) 3 
Wire & Cable OSI ZL ZL SLOL 2 VEO) ZU LOLZLZTOTULZTe Slt itizi2eeiyi4 
Wiring Devices 0;3;4]71171/97/0/0/3]/0 0113/0); 1)4]/011);21/0)/ 4) 171} 1)371)0) 4 
Outside Construction Materials...... O11;57112)}9701}0)210;21143/0/0)/530;01;310/2;1310 1}/27;0/1)4 
B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting 
Equipment 0}/2);3/0/4)12/0/0/)3]/0]/1 20/0/11); 470; 1)/ 27711113 JO; 1} 270/143 
Motors & Control 0)};2/310)/5;/;91/0/0/3/0/2 6/O0/0;/4/0;/0;/3];1311/3 [0O}2}/110)0) 3 
Switchboards & Accessories ............ OT 4711 40; 0 0; 3 TOT TIS {OO}; 4/01/03 10/213 JOO; ZS {O0;/0137 
Telephone & Signal Equipment........ 0;1)4/0/)0|13;0/0)/2)/0/11151/0/0;4)0/0/27/0);0/5}0;0;);3]}0)0)1 2 
Commercial Equipment _.................. 07;1;370)/3/970/0/370/ 1 1270/0) 470)/1);270};1;27;0;0;2]}1);0)1 
Industrial Equipment 0... 0;0/4/0;1)/8/0;0)2/0/)0)13/0);0);4)/0;);1);27/0}0;24/0/0;2);0/0)2 
Ventilating & Air Conditioning 
Equipment 0;3/;31/0/7)/8)/0/0;/3]/0]3|}16/0;0;51/0;2}/11/0;0};3 |0/0;,210;0] 2 
C—APPLIANCES AND SPECIALTIES Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Counter Merchandise _.................... 0/4/2]}0|0/6;O;/2; 1/0] OlM4 Olt 4]o;2jrfol;4}ryrjajrjolr)3 
Electric Clocks O;2/;471/1 35 701/0)/210)316/0;/0;/57/0)/1)/27/0;/11/3 JO; 11310) 0]5 
Fans 0;2;4/11/8/8/0/2;/ 11/0) 6)I7/0;/1/4]/0;}/1)/27/0;/3;/27;1);2;/170)4)] 1 
Heating Appliances .......................... 0;4);31/1/4/01/0/0)31/0/6)/15/0/0)/5]70/1/2}/0;/2;/;3 Jr} 1}24,0)0) 4 
Incandescent Lamps .......................... O14), 372/7(/7/0/2)/ 17 18 SO 14 tyr 2 Oy 4/071; 2;rt1)4)o0 
Oil Burners 0/0/3/0/0)/5/0;0/0/0/0)/7/0/0/2/0;/9;17O;/O;TJO;O;T OVO; TT. 
Radio OT 471 1) 9fO OO; SPOT H7Z/0/0;/ 370; 1/270; 1); 27,2; /0;27; 71; 1) 17 8 
Ranges & Water Heaters................ O/2;/5]2/5/)/5]/0]/0O;1 Ol; 2; 9JOlol;4sol1{2fol1}4]olzi1folo;3{™ 
Refrigerators GIST 2ZEEL VES LOE 2 ORO ere per-er2 Per lritctliiti2 Fe@r2i tL FeTel I 
Residential Lighting Equipment........ 0;2/);4/1/4/}870);0)3])0/7/13}/0)};0)4/0);0);370/2)}3 10);0/3);0;0/2 
Trains & Toys 0/;0/;2/0/0;910/0;2/0/;0/910/0/370/0);2}/0;0);3 ]0};0);2]0/0) 1 
Vacuum Cleaners 0/0/67 1/2112/0)/0);3/0)/5)17/0;0;/570/1);270);0/5 }0)};1)370) 143 
Washing & Ironing Machines.......... OT SFT TPT OP; 2ZPTL 3370; 0; 57072); 170)/2)3 JO; 1) 27;0)1)2 
Other Motor Driven Appliances...... GISISTUELOL ZF LOTS SES LS SSS eli rh VES SL LEO beers 
ZONE AVERAGE Poor Poor Poor Poor Poor Poor Poor Poor Poor 
STATES IN EACH ZONE 


Zone I—New England:— 


Zone 2—Central Atlantic:— 


Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


New York, New Jersey, Pennsylvania, Dela- 


ware, Maryland and District of Columbia. 


Zone 3—Southeast:— 


Zone 4—Midwest:— 


Virginia, North Caroli 
Georgia, Alabama and F florida. 


Ohio, West Virgin 
Michigan, Illinois, 


South Carolina, 


ia, Kentucky, Indiana, 
Wisconsin and Iowa. 


Zone 5—Gulf Southwest:— 


Zone 6—West Mid-Continent:— 


Zone 7—Central Northwest:— 


Zone 8—Pacific Northwest:— 
Zone 9—Pacific Southwest:— 


Texas, Oklahoma, Arkansas, Louisiana, 
Mississippi, Tennessee and Missouri. 
Kansas, Nebraska, Colorado and Wy- 
oming. 

Minnesota, North Dakota, South Da- 
kota and Montana. 


Idaho, Oregon and Washington. 


California, Arizona, New Mexico, Utah 
and Nevada. 
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News 


from the Field 






Ech month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers 








E. J. Wallis Retires From 
Graybar 


The retirement of E. J. Wallis as 
Pacific district manager of the Gray- 
bar Electric Co. brings to a close a 
career of 36 years with that organi- 
zation. It was back in 1896 that “E. 





E. J. Wallis 


J.” first entered the electrical field 
when he took a summer vacation job 
as file clerk with the Western Elec- 
tric Co. in New York. Graduating 
from the University of Rochester the 
following year he became a perman- 
ent member of this organization, 
starting as price clerk but soon going 
to Chicago where after a year he 
became chief clerk. In 1902 he was 
moved back to New York as chief 
clerk and four years later was made 
chief clerical inspector of branch 
houses. 

Then for eight years he served as 
southern district manager with head- 
quarters at Atlanta, opening new 
branches in Richmond, Savannah and 
New Orleans. In 1917 he was trans- 
ferred to San Francisco where he 
succeeded Fred Legett as Pacific dis- 
trict manager. 

To quote from a close associate of 
Mr. Wallis: “‘E. J.’, and eke ‘The 
Chief,’ for so we unofficially call the 


man we have come to know and love, 
is a kindly and sympathetic person- 
ality and a conspicuous exponent of 
the fact that the modern American 
man of business, at his best, stands 
for much more than the day-to-day 
routine. No sales conference is ever 
considered orthodox without his wise 
and witty benediction, and he is a 
well-known figure in local artistic, 
musical and social circles.”’ 

Mr. Wallis’ successor as Pacific 
district manager is Harry L. Harper 
who for several years has been at the 
head of the Los Angeles house. Mr. 
Harper is another “old timer’ with 
a record of 29 years of continuous 
service with the Graybar and West- 
ern Electric Companies. In announc- 
ing Mr. Harper’s appointment, F. A. 
Ketcham, president of Graybar, also 
announced that coast headquarters 
would be moved from San Francisco 
to Los Angeles. 

v 


Recent Appointments by 
Westinghouse Supply 

A new directory issued by the 
headquarters organization of the 
Westinghouse Electric Supply Co., 
lists the following managers who 
have been appointed since the first of 
the year: Newark, N. J., H. S. 
Sherman; Binghamton, N. Y., H. P. 
Brill; Syracuse, N. Y., N. A. Ester; 
Richmond, Va., W. E. Jewell; Jack- 
sonville, Fla., C. W. Dustin; Detroit, 
Mich., J. H. Campbell; St. Louis, 
Mo., G. H. Miller; Milwaukee, Wis., 
Henry Czech; Madison, Wis., J. P. 
Hagerty, and Omaha, Nebr., J. E. 
Sweeney. 

Vv 

League Appoints Downing 

Ata recent meeting of the Executive 
Committee of the Essex Electrical 
League, Newark, N. J., R. F. Down- 
ing of E. B. Latham & Co., was 
elected to fill a vacancy on this com- 


mittee for the unexpired term of 
1932. 





Martin Newman 
(Hub Electrical Supply Co., New York City) 


He is young, he is old, he is gay 

In a novel, original way; 

Able and spry, a great sort of guy 
Doing each task whether low or high. 





Martin Newman 


He is fair, he is rare, he will dare 
For friend to relieve him from care; 
Nimble of wit, you'll hear him repeat 
In classical tones “When do we eat?” 


v 


Novel Advertising by Dealers of 
Krich Distributing Company 
Report comes from the Krich Dis- 

tributing Co., Newark, N. J., that 
Gibson dealers in New Jersey are 
active in a refrigeration campaign. 
Thompson and Vannington have built 
a Gibson billboard on top of their 
own roof and also at the Englewood 
Railroad Station. The Arrow Elec- 
tric and Radio Co., Jersey City, 
placed a Gibson refrigerator on top 
of the roof of their delivery truck. 
The box was illuminated by means 
of floodlights. Paul R. Krich, sales 
manager, and Herb Young, eastern 
district sales manager of Gibson, are 
discussing new sales plans at the 
present time. 














Cv 
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Personals 





W. E. Russet, F. L. MacPike and 
J. T. Merrill are heating specialists 
with the Stubbs Electric Co., Port- 
land, Ore. 


H. A. Koster, Charles F. Murray 
and Walter W. Kulhe are new sales- 
men in the industrial department of 
the Westinghouse Electric Supply Co., 
Chicago. F. D. Phillips, formerly with 
the Westinghouse Electric Supply Co. 
of St. Louis, and the Tafel Electric 
Co. of Louisville, has been appointed 
merchandise sales manager for this 
house. 


Davip E. ALEXANDER has been added 
to the sales force of R. H. McMann, 
Inc., New York City. 


B. L. Parker, wholesaler supervisor, 
has been made general retail sales man- 
ager at the Storz Electric Refrigera- 
tion Co., Omaha, Nebr. 


Joun Bucuuotz of Norfolk, Nebr., 
has recently joined the sales organiza- 
tion of the W. M. Dutton and Sons 
Co., Omaha, Nebr. 


v 
Lines Added by Wholesalers 


Storz ELectric REFRIGERATION Co., 
Omaha, Nebr.—General Electric met- 
ropolitan dealer. Besides distributing 
“Hotpoint” ranges and General Elec- 
tric refrigerators will also retail home 
laundry equipment and General Electric 
household appliances. 


Stusss Evectric Co., Portland, Ore. 
—A.B.C: oil burner. 


INTERMOUNTAIN ELectric Co., Den- 
ver, Colo.—Gibson refrigerators. 


GLOBE MACHINERY AND SupPLyY Co., 
Des Moines, Ia.—‘“Universal” refrig- 
erators, Woodrow washers and Heil oil 
burners. 


Brown CAMP HarpDWARE Co., Des 
Moines, Ia.—U. S. Radio and Tele- 
vision radios and refrigerators. 


Hus ELectricaL Suppty Co., New 
York City—Robbins and Myers fans, 
Killark threadless conduit fittings and 
explosion-proof fittings. 


AMERICAN ELEctTRIC Suppty Co., 
Boston, Mass.—Grinnell refrigerator. 


MiLver Ecectric Co., Utica, N. Y.— 
Crosley radio and refrigeration. 


E. R. Beers Erectric Co., Blooms- 
burg, Pa——Hart and Hegeman, Wads- 
worth. 


LINDLEY ELectric Suppty Co., Phil- 
adelphia, Pa.—Air conditioning. 


NATIONAL Mitt Svupprty Co., Ft. 
Wayne, Ind.—Stewart Warner radio. 


BaLtimorE Gas Licut Co., Balti- 
more, Md.—Stewart Warner radio and 
refrigeration. 


R. H. McMann, Inc., New York 
City—“Universal” line of appliances, 
Delco fans. 


Nies’ Harpware Co., Holland, Mich. 
—Stewart Warner refrigerators. 


Vv 


Granden Electric Promotes 
L. J. Archer 


The presidency of the Granden 
Electric Co., which has been vacant 
since the death of Charles Granden 
several months ago has recently been 
filled by the appointment of L. J. 
Archer, formerly sales manager of 
this company. 

v 


Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for June, 1931 and 1932. Also these 
figures are shown for the first six 
months last year as compared with 
the first six months of this year. 


Lewis Radio to Hold Annual 
House Party 


M. J. Lewis, president, Lewis 
Radio Co., Inc., Philadelphia, has ex- 
tended an invitation to 500 dealers 
to attend this distributor’s annual 
house party on August 3. Last year 
over 400 dealers attended the house 
party which was held at Mr. Lewis’ 
home in Philadelphia. The affair 
was so successful that he decided to 
invite them again this year. The 
party marks the ninth annual affair 
of the Lewis Radio Co. Unique en- 
tertainments and interesting features 
have been arranged to keep the deal- 
ers interested for the entire day, in- 
cluding a presentation of the new 
Crosley receivers. 

Recent appointments to the Lewis 
sales staff include T. J. Molloy, sales 
manager, Milton Strauss and Dave 
Hormatz. These three new men in- 
crease the sales force to 10, one of 
the largest among electrical specialty 
distributors in the Philadelphia terri- 


tory. 
Vv 


Reyco Products Company Adds 
Supply Department 

In addition to its fixture line, the 
Reyco Products Co., 7701-03 Nor- 
mandie Ave., Los Angeles, Calif., is 
now conducting a wholesale electrical 
supply department under the name 
of the Reynolds Wholesale Electric 
Co. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 


JUNE 


NUMBER OF ACCOUNTS REPORTED 


June 

Division 1931 1932 

eC a ee 259 272 
Middle & Southern Atlantic 

PRR cera) Ne ha gaat oe 100 90 

New Bnqiand .. 66 sseac. 102 103 

CCN “A oioikw ce beens es 487 417 

PAPERS void cieans 948 882 


31, 1932 
o % 
Increase Increase 
or 6 Months or 


Decrease 1931 1932 Decrease 





TOTAL AMOUNTS REPORTED 


J 
Division 1931 1932 
New YoeR ....<2;. $ 39,215 $20,926 
Middle & Southern 
Atlantic States .. 19,043 9,951 


+5. % 1619 1449 —10.5% 
—10. % 766 654 —14.6% 
+ .98% 562 677 +20.4% 
—14.4 % 3665 2991 —18.3% 
—7. % 6612 5771 —12.7% 

0 % 
Increase Increase 

or 6 Months or 
Decrease 1931 1932. Decrease 


—46.6% $210,003 $138,123 —34.2% 


—47.7% 102,420 63,291 —38.2% 
—12.6% 50,788 49833 — 18% 
—41.2% 335,598 226,201 —32.6% 





New England .... 7,448 6,506 
Conteh iis eens: 45,477 26,751 
TOT AR ck: $111,183 $64,134 





—42.3% $698,809 $477,448 —31.7% 


AVERAGE AMOUNTS 


Dee NOME es staan era ie 
Middle and Southern Atlantic States... 


POO W SURO. 25 eh in goals Sicde bivcees 


CUED, ice eer os Bd Serine oe was 


1931 1932 1931 1932 
<anaees $151 $ 77 $789 $597 
rey 190 110 812 603 
Raaeees 73 63 523 432 


,iweee 93 64 548 455 
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Activities 


Manufacturers’ 






eee news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Electrical Industries Takes Over 
Cope-Swift Oil Burner 


In addition to its present line of 
electric cookers, ranges and oil burn- 
ers, Electrical Industries, 153 E. 
Elizabeth, Detroit, Mich., has an- 
nounced the taking over of the Cope- 
Swift safety oil burner. This new 
line will be marketed through elec- 
trical specialty distributors and it is 
reported that territories are fast be- 
ing taken up by well-known dis- 
tributors. 

Vv 


R. D. and W. T. Smith to 
Represent Voss and Sparton 
Operating as the Chicago Voss Co. 

and the Sparton Refrigerator Sales 
Co., R. D. and W. T. Smith have 
recently taken display and office 
space in the Merchandise Mart, Chi- 
cago. These two brothers have hired 
25 salesmen to contact dealers on 
both the Voss and Sparton lines. 


Vv 


Trumbull Moves Philadelphia 
Office 


According to an announcement by 
L. L. Brastow, sales manager, the 
Trumbull Electric and Mfg. Co., 
Plainville, Conn., on July 25, moved 
its Philadelphia office from N. Broad 
St. to 1505 Race St. 


v 


Telechron Licenses 
Other Clock Manufacturers 


A number of important clock 
manufacturers have been granted 
licenses by the Warren Telechron 
Co., of Ashland, Mass., under certain 
fundamental patents pertaining to 
synchronous electric clocks. The 
same clock manufacturers have also 
been granted licenses under certain 


important patents controlled by the. 


Westinghouse Electric & Manufac- 
turing Co. and the New Haven Clock 
Co. of New Haven. These clock 


manufacturers, whose entire business 





interests are in the clock field, realiz- 
ing the importance of these funda- 
mental patents, have taken these 
licenses, thus assuring themselves of 
complete protection and the full 
right to offer the public electric 
clocks made under these important 
patents. 

Licenses for the use of these fun- 
damental patents have been granted 
to the Sessions Clock Co., Forrest- 
ville, Conn.; Hansen Manufacturing 
Co., Princeton, Ind.; William L. Gil- 
bert Clock Co., Winsted, Conn.; E. 
Ingraham Co., Bristol, Conn.; and 
the Waterbury Clock Co., Water- 
bury, Conn. Licenses have previously 
been granted by the Telechron Co. to 
the Herschede Hall Clock Co., Cin- 
cinnati, O., and the Chelsea Clock 
Co., Chelsea, Mass. 








Riding "Hard" in Salesmanship: 
Selling today calls for more than pink 
teas and entertaining. It is getting back 
to the stage coach days of riding “hard” 
and making every shot count in order 


to come “through.” This snapshot of 
Kenneth Curtis, president of Curtis 
Lighting, Inc., was taken on his western 
trip during the stop-over at Ranchero’s 
Visitadores, Santa Nez Valley, Calif. It 
seems as though he is not only looking 
for action, but ready for it. 


A. F. McCormick New Sales 
Manager at Grinnell 

I, N. Merritt, vice-president and 
general manager, Grinnell Washing 
Machine Corp., Grinnell, Ia., an- 
nounces the appointment of A. F. 
McCormick as sales manager. Mr. 
McCormick has had a long and 
varied experience in the electrical 
field, having specialized in public 
utility sales for many years. He also 
was formerly western sales agent for 
the J. C. Brill Co. 

Mr. McCormick will have charge 
of this company’s washing machine 
sales as well as the sales of its new 
electric refrigerator. 


Vv 


New Distributors for Fada 

Frank A. D. Andrea, president of 
the Fada Radio and Electric Corp., 
Long Island City, N. Y., announced 
the culmination of arrangements with 
the Gibson Co. of Indianapolis, Ind., 
and the Shadbolt and Boyd Co., 
Milwaukee, Wis., as distributors of 
Fada products. These two com- 
panies were previously affiliated with 
the Fada organization and they now 
return as members of the Fada 
family. 

Vv 


Henry Lyles Zabriskie 

Henry Lyles Zabriskie, chief en- 
gineer of the Diehl Manufacturing 
Co., Elizabethport, N. J., passed 
away at his home in Westfield, N. J. 
on the evening of July 10. A Cor- 
nell graduate, Mr. Zabriskie held en- 
gineering positions with the Fort 
Wayne Electric Co. and the Siemens, 
Halkse Electric Co., before joining 
the Diehl Manufacturing Co. in 1903. 
He was one of the pioneers in the 
electrification of both home and in- 
dustrial sewing machines and for 
many years was active in N. E. M. 
A. and other trade association work, 
serving on many important com- 
mittees. 
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Wittenberg Opens Manufac- 
turers’ Agency 
In order to capitalize on his wide 
acquaintance among _ purchasing 
agents and manufacturers which he 
has built up during 17 years of ac- 


tivity in the electrical supply field, | 


Lou Wittenberg has opened a manu- 
facturers’ agency at 11 N. Union St., 
Chicago. For 13 years Mr. Witten- 
berg was connected with the Triangle 
Electric Co., Chicago, and its affiliate, 
the Paramount Electric Supply Co. 


v 


New Representatives Appointed 
by Solar Manufacturing 
The Solar Manufacturing Corp., 
manufacturers of electrolytic and 
mica condensers, 599 Broadway, 


New York City, has recently ap- | 


pointed the following district sales 





‘Quad’? Open - Type 
Floodlight, adjustable 
bracket, copper 
chromium beam pro- 
jJector. No. 2iC— 
000 W 


! 
List $20.00. 














MORE SALES 


FOR OUTDOOR & INDOOR 


LIGHTING 





The increasing popularity of Quad 
lighting units is “easing” sales. The 
long familiarity of the trade with 
"Quad" quality and adaptability and 
the smooth functioning of "Quad" 
service are prime factors in this 
demand. 


Write for descriptive circular on lat- 
est "Quad" units or complete catalog. 


Quadrangle Manufacturing Company 


representatives: W. F. Seeman, | 26 So. Peoria Street, Chicago, tt. 
Buffalo, N. Y.; Leslie M. DeVoe, Standard R. L. M. 
fe ° D Reflector, 
Indianapolis, Ind.; F. C. Somers, No. 114—150 W. 
List $3.50 


Kansas City, Mo.; Hill-Hedquist Co., 
Minneapolis, Minn.; G. O. Tanner, 
Pittsburgh, Pa.; Nicholas I. Allen, 
Boston, Mass.; Samuel A. Jeffries, 
Philadelphia, Pa.; James Millar, At- 
lanta, Ga., and Gulf States Sales Co., 
New Orleans, La. 




















. _ 
| —_ 
) Ampex Moves to Fifth Avenue a 
Formerly located at 195 Morgan 
Ave., Brooklyn, Ampex, Inc., has y 4 
moved to new quarters at 104 Fifth ©) 
i Ave., New York City. Here a show- SF 
1 room is maintained, displaying this 
v manufacturer’s full line of products. S| 
This company announced it will soon S 
be in full production on a complete i 
and diversified line of wiring, soft <4 
rubber and various other electrical 
" devices, as well as flashers and Zz. 
. portable garage lights. nate bewe 
d 
. > © FRETZ-MOON CONDUIT 
r- Schauer Machine Company to > RLD’ 
’ onWORLD S LARGEST 
1- Make Kuprox Rectifiers 
rt A. J. Kohn, formerly in charge of >> SUSPENSION BRIDGE 
Ss, rectifier sales for the Kodel Electric ‘ 
1g and Mfg. Co. of Cincinnati and at ry Line u i i 
= . . pon line of Fretz-Moon Hot Dipped 
0. present president of the Schauer pares mg ena oneees the mn oe 
1e ¢ : ° . : span of the eorge ashington emoria 
Machine Co., Cincinnati, has an- a — Bridge over the Hudson River between 178th 
n nounced that the latter company has Street, Manhattan and Fort Lee, N. J. Owner 
of been licensed to manufacture Kuprox ate —Port of New York Authority. Electrical 
M. rectifiers and is in a position to sup ov, a — his ent 
| s 2 nding, smooth-cutting and wear-resisting 
k, ply rectifier outfits of all types and _ conduit — come neipon and wiring 
n- s17ee : : * : * time, and its time-defying zinc Coating re- 
ee equipped with copper-oxide rec Lh duces maintenance costs to a minimum. 
tilying elements. 





FRETZ-MOON TUBE CO., Inc., Butler, Penna. 
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New Spotlight 

Besides furnishing either white or 
colored light, this spotlight produces 
four distinct types of light control. A 
sliding socket, wired with six feet of 
No. 14 asbestos covered stranded wire 
and separable plug, is moved forward 
or back in the unit to change the spread 
of light. The spotlight is locked at the 
correct angle by turn screws on the 
trunnion yoke. Using 250-watt G-30 
spotlight or floodlighting service lamp, 
it will produce a concentrating beam of 
four or six degrees. Accessories for 
producing the very small spot, the soft 
spot or the rectangular horizontal or 
vertical bands of light give much flexi- 
bility to the unit. Write to Curtis 
Lighting, Inc., 1123 W. Jackson Blvd., 
Chicago. 


"Self-Syn" Motor 


The “Self-Syn” motor is a compact, 
self-excited, self-synchronizing, self-con- 
tained motor unit that requires no exter- 
nal excitation as the exciter windings, 
direct current commutator, etc., are inte- 
gral with the motor itself. This motor 
is started by a hand compensator. It 
automatically re-synchronizes itself after 
having been pulled out of step by a drop 
in line voltage or a momentary overload. 
These motors are supplied in all sizes 
from five to 100 hp. at 900, 1200, and 





1800 r.p.m. Power factor correction is in- 
herent with this motor since either unity 
or 80% leading power factor is standard. 
Write to the Ideal Electric and Mfg. Co., 
600 E. First St., Mansfield, O. 





New Flush Receptacles 


These new flush receptacles have all of 
the important requisites including conven- 
ient, self-finding slots and convenient side 
wiring. They conform to the Underwrit- 
ers Laboratories standards. When com- 
bined with modern bakelite plates, a most 
pleasing effect is obtained. No. L-32 is 





. 


solid beautiful brown bakelite throughout, 
and has slot finding grooves. It has side 
wiring, two binding screws and no plaster 


ears. No. L-33 is similar to L-32 except 
it has four binding screws. No. L-34 is 
similar to L-33 except that it has plaster 
ears. Write to the Beaver Manufacturing 
Co., 625 N. Third St., Newark, N. J. 


One and Two Tube Door Chimes 


There is no installation problem with 
these chimes; the old door bell and 
transformer are removed and the “Mell- 
O-Tone” installed instead. A new special 





transformer is included with each unit. 
Present wiring and push buttons are util- 
ized and need not be disturbed. The tone 
is a clear, mellow musical note that calls 
attention, yet does not irritate sensitive 
ears. The double note “Mell-O-Tone” has 
a high and low note call, one for the 
front door and one for the back door. 
Write to the National Signal Systems, 
Inc., 300 Ninth-Vincent Building, Cleve- 
land, O. 


Reversing Magnetic Contactor 


Interchangeable in rating and dimen- 
sions for both ac. and d.c., this new 
three-pole reversing magnetic contactor 
has a maximum rating of three h.p. The 
compact design, relatively small dimen- 
sions and convenient wiring arrangement 
make it particularly adaptable for hoists, 
window and door control, dumb waiters, 
reversing machine tools and similar ap- 
plications. The contactors have a positive 
mechanical interlock. Magnetic safety 
latches prevent accidental closing. The 
edgewise mounting of the movable con- 
tacts and the form of arc suppressors em- 
body a new principle of design for in- 
creasing the arc rupturing capacity. The 
contactors are mounted on a steel panel. 








These contactors are designated Class 
8711 for a.c. and Class 7711 for d.c. Write 
to the Square D Co., Industrial Controller 
Division, 700 S. Third St., Milwaukee, 
Wis. 





Two Types of Toggle Switches 


These genuine bakelite toggle switches 
are manufactured both in the surface 
type and also mounted on 3%” and 4” 
steel box covers, black enameled or cad- 
mium plated. They are packed 10 to a 
carton, 100 to a standard package. Write 
to the Knox Porcelain Corp., Knoxville, 
Tenn. 


General Service Switch 


This is a two h.p. type “D” enclosed 
switch for general use and for motor 
starting service. Designated as No. 24921, 





rated two h.p. at 230 volt a.c. or 250 d.c., 
it is of 30 amp. capacity, fusible, with two 
poles and two blades. The blades are of 
the double butt wiping contact type oper- 
ating under pressure. Write to the Trum- 
bull Electric Mfg. Co., Dept. A, Plain- 
ville, Conn. 
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THE NEW LUGS 


NEMA-NELA 


by Sherman 





2-Hole Standard Duty Lug 


(| OMPLYING exactly with 

suggested specifications for 
Standard and Heavy Duty Lugs, 
July, 1932, Nema Publication No. 
101—Nela Publication No. 232. 


Designed to meet the insistent de- 
mand of Light and Power Com- 
pany Engineers for a standardized 
line of properly made lugs—and 
that would be interchangeable 
with cast lugs used on power ap- 
paratus now in operation. 


SHERMAN § INTERPRETA.- 
TION of these specifications 
meets all requirements in the best 
and most economical way and pro- 
vides a real contribution to the 
convenience of users at minimum 
cost. 


Send for Bulletin No. 21. 





4-Hole Heavy Duty Lug 





H. B. SHERMAN 
MFG. CO. 
BATTLE CREEK MICHIGAN 





lla REE I ENTREE 











U. S. Radio and Television Enters 
Refrigeration Field 


At a meeting of its distributors 
recently held at Marion, Ind., the 
U. S. Radio and Television Corp. 
announced its entry into the field of 
electric refrigeration. The first cool- 
ing unit to come off the production 
line was displayed, together with 
this company’s new line of radio 
receivers. 

Vv 


Lighting Strip Added to 
Wiremold Line 


The latest price sheet of the Wire- 
mold Co., Hartford, Conn., describes 
and illustrates the ‘“‘Wiremold Light- 
ing Strip” a new addition to the 
Wiremold line. 


According to an announcement by 
J. M. Foley, advertising manager, 
this new lighting strip and its fittings, 
designated as the No. 1100 Wiremold 
series, is designed to still further 
adapt the Wiremold line to the re- 
quirements of architects, decorators 
and lighting experts seeking a way 
to apply the new technique most 
effectively and economically to store, 
office and modern hotel, theatre and 
apartment lighting. In conjunction 
with the rest of the Wiremold line 
it still further increases the versatil- 
ity of Wiremold in meeting the de- 
mands of modern window-lighting 
experts who seek extreme flexibility 
of installation at low cost. 


Vv 


Beaver Appoints 
Two New Representatives 


According to an announcement by 
Ernest B. Slade, president of the 
Beaver Manufacturing Co., Newark, 
N. J., this company will be repre- 
sented in the Carolinas and Virginia 
by S. L. Bagby of Charlotte, N. C., 
while D. K. Post of Syracuse will 
cover the upper New York state ter- 
ritory. 

v 


New Publications 


Propucts OF MANUFACTURING INDUs- 
TRIES, 1929, 169 pp. U. S. Department of 
Commerce, Bureau of the Census. A pres- 
entation of the Census of Manufactures 
statistics particularly adapted to the needs 
of sales promotion and marketing de- 
partments of commercial establishments. 
Separate tables cover electrical machin- 
ery, apparatus and supplies, mechanical 
refrigerators and washing machines, 
Available from Superintendent of Docu- 
ments, Government Printing Office, Wash- 
ington, D. C., at 15 cents per copy. 
















| 


~~ 


ide 


WHEN IS A 
TAPE NOT 
A TAPE 


T’S easy to think that “tape 

is just tape.” It’s easy to ac- 
cept the first tape that’s of- 
fered. But there’s a difference 
between tapes and sometimes 
this difference is very marked. 
Tape is really not a tape, for in- 
stance, when it lacks or when it 
loses tensile strength, adhesive- 
ness or any of the other prop- 





. erties a friction tape should 


have. And when you put Pan- 
ther and Dragon Tapes to the 
tests for tensile strength and 
for adhesion—both before and 
after ageing—you will see what 
difference in quality of tape can 
mean. 

They are tapes, in fact, which 
are not only different in quality, 
but different in appearance. 
They do not even look like other 
tapes. Wrapped in glistening 
cellophane to keep them fresh, 
with a distinguishing green core 
that marks them apart even 
when the roll is partly used. 
Panther and Dragon not only 
hold first rank in tapes, but look 
the part. And they hold first 
place with jobbers because they 
are marketed exclusively 
through the wholesale trade. 


Hazard Insulated Wire Works 
Division of 
The Okonite Company 
Passaic, 
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” New Products 
APPLIANCES and SPECIALTIES 











Moderately Priced Mixer 


“Domesticmaid,” complete with eight at- 
tachments, is especially designed for beat- 
ing, whipping, stirring, dough mixing, 
juice extracting, slicing, shredding and 
grating. The attachments include: 3 qt. 
bowl; splash cover; pouring chute; double 
flat beater; double wire whip; juice ex- 
tractor; coarse slicer; fine slicer, and one 














Parenreo -Nov.i8 +93 











shredder and grater. List price $32.50. 
Write to the Domesticmaid Sales Division, 
Widener Building, Philadelphia, Pa. 


Refrigerator Basket 

This “Egg-O-Fruit” basket for any re- 
frigerator may be used for eggs, fruit, 
vegetables or cold meats. Features are: 
circular form allows free circulation of air 
thus retarding spoilage; open sides keep 
contents ventilated; flat sides will not in- 
jure skin of fruits; heavy metal gets cold 
and holds cold; is easily cleaned with soap 
and water; will not break or chip due to 
tough porcelain enamel finish, and is avail- 





able in two heights for low and high 
shelves. Write: to the Standard Electric 
Stove Co., 1720 N. 12th St., Todelo, O. 


Dessert Freezer 


Any type of frozen dessert can be made 
in the “Cremefreezer.” The principle is 
that of scraping away the crystals of the 
frozen mixture from the sides of the con- 
tainer as they are formed in the freezing 
process. Ice cream or dessert mixture is 
placed in the tray, the cover snapped on 
and the unit is placed in the refrigerator 
freezing compartment. An occasional op- 
eration of the mixer shaves the frozen 





mixture from the sides and bottom of 
the tray where freezing first takes place 
and breaks up all frozen particles. There 
is no spillage and no waste of material 
which might adhere to wheels, gears or 
paddles. Operation of the mixer is simple 
and quick and the refrigerator door need 
be open only an instant. Write to the 
French Battery Co., Madison, Wis. 


New Ultra-Violet Lamp 


A new and different type of health lamp, 
the “Sirian” ultra-violet lamp, provides 
both ultra - violet 
rays and pleasant 
illumination. The 
beneficial rays 
from this lamp are 
mild and can be 
absorbed _ without 
danger. The special 
glass which is used 
positively prevents 
all short harmful 
rays that are apt to 
prove dangerous. 
The lamp is so de- 
signed that it fits 
into any lighting 
socket or any 
lighting line 
and does not re- 
quire transformers 
or other additional 
apparatus. It replaces any incandescent 
bulb and operates without noise or dirt. 
Write to the Arcturus Radio Tube Co., 
Newark, N. J. 


Automatic Electric Washer 


This new model No. 41 is of the round 
tub, submerged agitator type. It has a 
capacity of 6 lbs. of dry clothing. Re- 
movable agitator is of die-cast aluminum. 












Wringer has new type positive tension re- 
lease and balloon rolls. Drive mechanism 
mounted onto sub-base with direct worm 
drive operating in oil. Tub is finished in 
gray with white speckle, legs and base in 
aluminum lacquer. Wringer has Udylite 
rust-proof finish. Motor is % h.p. Write 
to the Automatic Washer Co., Newton, Ia. 


Portable Air Purifier 


This portable cooling and air washing 
fan draws the air from the room, washes 
it through four 
sprays of water 
and releases it cool, 
clean and humidi- 
fied. It consumes 
only 44 watts and 
has a capacity of 
1,000 cu. ft. every 
10 minutes. “Klen- 
zair” removes dust, 
pollen, tobacco 
smoke, and odors. 
Even strong chem- 
ical gases are neu- 
tralized. The body 
is made of rust-re- 
sisting steel. The 
upper structure is 
porcelain enameled 
with a grain wal- 
nut finish The 
lower structure has a lacquer finish in 
walnut color. The hardware is chro- 
mium plated. The two-speed _ switch 
permits the speed to be regulated to meet 
conditions. List price $35.00. Write to 
the Swartzbaugh Manufacturing Co., To- 
ledo, O. 





New Electric Fan 


Using very little electric current this 
new eight-inch synchronous motored fan 





is absolutely quiet with no radio inter- 
ference. The fan is 10% in. high and 8 
in. wide, and is portable. It is finished in 
four attractive colors, nile green, cobalt 
blue, old ivory and orchid. Write to the 
Aldor Corp., 2533 N. Ashland Ave., Chi- 
cago, Ill. 
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Glass—Porcelain—Bakelite 


QUALITY 


ELECTRICAL 
PRODUCTS 





DISTRIBUTED THROUGH JOBBERS 


MANUFACTURED BY 


KNOX PORCELAIN CORPORATION 
KNOXVILLE - -- TENNESSEE 








WHOLESALER’S 
MARKET DETERMINATION 
CHARTS 


Now Available 
Complete set of 8....... $1.00 
Single Charts, each...... 15 


(Minimum order $1.00) 





Order from 
ELECTRICAL WHOLESALING 














Superior Strain Insulators | ("45.7 oP 





-WET PROCESS ONLY 


A Superior Product for 
Less Money 
Write for Prices 


SUPERIOR PORCELAIN CO. 
Parkersburg, W. Va. 


Men Available 


Manufacturers’ Agent: Headquarters in 
Detroit. Twenty years’ experience in 
sales promotion with manufacturers. 
Wants lines for Michigan and adjacent 
territory. Address Box 81, Electrical 
Wholesaling, 520 N. Michigan Ave., 
Chicago. 
Vv 


Positions Available 


Representatives Wanted: Financially 
responsible individual or agency. One 
having contact with department and fur- 
niture stores for a new iceless electric 
refrigerator to retail for $25.00. Com- 
mission basis. Address Box 82, Electrical 
Wholesaling, 520 N. Michigan Ave., 
Chicago. 
Vv 


Latest Trade Literature 


| Wiremoitp Co., Hartford, Conn.—“The 
| Wiremold Idea” illustrates and describes 
|the use of Wiremold for cove lighting, 
built-in lighting and luminous-box light- 

ing. The inside pages of the bulletin is a 
blue-print chart showing the Wiremold 
|system for surface wiring. 

APPLETON ELectric Co., 1701 Wellington 
Ave., Chicago—Bulletin No. 1001 contains 
|complete information on Appleton outlet 
boxes, switch boxes and miscellaneous 
|conduit fittings. 

STANDARD Evectric Stove Co., 1718 N. 
12th St., Toledo, O.—“‘Advantages of 
| Electric Cookery”, a dealer-consumer book- 
|let, is now ready for distribution. 

GENERAL Etectric Co. Nela_ Park, 
Cleveland, O.—A new 16-page booklet on 
|home lighting, “How to Light Your 
| Home”, carries a foreword by Emily Post, 
|famous etiquette authority, and features 
| typical home scenes in which good light- 
ing plays a vital part. It is available 
through division offices of the Incandes- 
cent Lamp Department. 

Epwin F. GutH Co., St. Louis, Mo.— 
|Catalog No. 4 on the “Guthfan Condi- 
|tionaire” is a treatise on the practical 
|method of air purification, cool air cir- 
culation and illumination. 

GREENFIELD TAP AND Die Corp., Green- 
field, Mass.—‘“Small Tool Catalog” No. 32 
completely lists and describes this com- 
pany’s entire line of taps, dies, screw 
| plates, twist drills, reamers, gages, pipe 
|tools, and miscellaneous items, together 
with a number of new items recently in- 
troduced. There are also a number of 
| valuable tables and considerable new data 
| on the uses and application of small tools. 

Arcturus Rapio Tuse Co., Newark, 
«+N. J.—Technical data sheets on the Arc- 
|turus types 46, 56, 57, 58 and 82 tubes 
are now available. Copies of these bul- 
letins may be obtained by writing directly 


Kouter Co., Kohler, Wis.—“Kohler 
|Electric Plants” is a folder describing 
and illustrating a number of the most 
popular of the 73 models included in the 
Kohler line, emphasizing the wide range 
|of capacities for all jobs of all sizes. 
WAGNER ELEctrRic Corp., 6399 Plymouth 
| Ave., St. Louis, Mo.—Air-cooled trans- 
| formers is the subject of a new loose-leaf 
bulletin sheet now available. It describes 
Wagner types AC and AA units in sizes 
one to 50Kv-a., voltages 100 to 600—and 
also discusses their application. Ask for 
Part 4B of Bulletin 172. 

BEAVER MANUFACTURING Co., 625 N 3rd 
St., Newark, N. J.—General catalog No. 
332 is now available for distribution. It 
also includes some of the latest additions 
to this company’s line. 


























On Every Call 
Be Sure to Say 





“How Many Yagers?” 


It will take a fraction of a second 

to suggest YAGER’S, the soldering 
salt that your customers now use or 
should be using. 


Not much sales talk is necessary 
to sell YAGER’S Soldering Salts as 
they have been “making good” for 
well over fifty years. They come in 
standard containers, and in drums of 
25, 50 and 500 pounds. 


Write for sample. 


ALEX R. BENSON CO., Inc. 
Hudson, N. Y. 




















A Two Station ’Phone Outfit com- 
plete with wire and staples 


TO RETAIL AT $6.00 Per Pair 





Mfd. by 
S.H. COUCH COMPANY, INC. 


4 Arlington St. North Quincy, Mass. 
Agents throughout U. S. and Canada 
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Est. 1876 





ORDERS 


THAT CALL FOR 


HACK SAW BLADES 


Every order you fill on BX, 
Conduit, Metal Cable, etc., 
demands the use of Hack 
Saw Blades to install. You 
can get this volume of saw 
business on the 


MILFLEX 


DUPLEX 


PATENTEDO US.A. 


— ELECTRICIANS— 


SPECIAL 


—a blade designed particu- 
larly for the work of the 
electrical contractor. The 
superior cutting qualities of 
the Duplex with the patent- 
ed self-starting teeth cost no 
more than the ordinary 
blade. Try an initial order 
and profit on repeat sales. 
It’s advertised to your trade 
each month in Electrical 
Contracting. 


TOOTH COMBINATIONS 
18/36 and 24/36 





Fine teeth on forward end 
start cut instantly at any 
angle. 

Complete cut finished by 
regular teeth which do not 
rip out. 


Write for full information and 
merchandising plan. 


THE HENRY G. THOMPSON 


& SON COMPANY 
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About the Complete Line of 
Radio Convenience Outlets 


y x 4 4 Produced by America’s 
Pioneers in Radio Development 


Made by an organization specializing in the development of 
that which is best in selector switches, speaker receptacles, 
volume controls and other related radio products. It is only 
natural that the line of Yaxley Radio Convenience Outlets 
should be distinctly designed for the purpose for which 
they are intended. 


You’llfind Yaxley Radio Convenience Outlets in modern hotels, 
institutions, schools, hospitals, apartment houses and homes. 
You'll find that Yaxley offers a broader line—a line that means 
a wider market, increased sales and greater profit. 


This new eight page, illustrated folder (shown above), tells 
why Yaxley Radio Convenience Outlets mean greater con- 
venience, economy and utility for every man who uses them 
—and more business for every man who sells them. 


Write for it today! 


This Yaxley Selector 
Switch, Volume Control 
and Speaker Jack is daily 
di ating its ad 

tages inlarge installations 
such as are required by 
hotels, hospitals and 
schools. Allparts are 
mounted on supporting 
straps separate from the 
face plate. The complete 
unit fits in a standard 
two-gang switch box. 








YAXLEY MANUFACTURING CO., Inc. 
Division of P. R. Mallory & Co., Inc. 
INDIANAPOLIS, IND. 
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Are your electrical contractors crying,— 


No business« 


wake’em up to the opportunities ay, 
offered by the Extension Wiring Wak 
Program....it’s a challenge to 
every contractor who wants to 
stay in business! 
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That there is no new business from new building is generally 
acknowledged but—there is a tremendous market existing right 
now in the re-wiring of old buildings. 


In homes, commercial buildings, schools, institutions, and in- 
dustrial plants the need of extended electrical service is constant. 
The demand grows out of the inadequacy of electrical equipment 
that was sufficient ten or twenty years ago. The birth of modern 
electrical appliances and devices creates the need for more mod- No. 6636 RL6 

The simplified service 


. . 
° requirements of the 
asian baci 1931 Code are built in- 


to the new Colt-Noark 
meter service switches 





New circuits mean new switches — with the COLT-NOARK giving greater wiring 
complete line you can cover every need wherein meter service or Se. gtinet Seal we 
industrial type switches are employed addition, Combination 

yP Pp y ‘ Range “Switches built 


with each of these 
types used as the basis. 


Pep up your local electrical contractors—it is to your advan- Switcher provide for in: 

+ e . Stallations in connection 

tage to keep them actively in business—and they can uncover caring’ for the range 
° an also or ° or 

that business around every corner. lighting circuits, as the 


COLT’S PATENT FIRE ARMS MANUFACTURING CO. 


Pioneers of Protection Since 1836 


Electrical Division . . . «~ Hartford, Conn. 
BOSTON CHICAGO NEW YORK PHILADELPHIA 


ow circuits mean. Br) 
NEW SWITCHES( 
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Plymouth Tape 


is the Best Salesman any 








House can have 


RESINS RES ROOT aE maine 
“A Great Tape 


Say Electrical Contractors 


Plymouth’s Jobber Policy 
Guarantees You 100% Protection 


a 


Cantom 
PR 


TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 








FRICTION IAPE 


HIGHE ST EFFICIENCY TESTS 











Exclusively . ef . MANUFACTURED BY ie . 
Through Wholesalers | | at LYMOUTE RUBBER CO.. Inet 4 








* CANTON, MASS. U.S.A... og 


Manufacturers Since 1896 














FLYMOUTH RUBBER COMPANY, Inc. 
« __ CANTON, MASSACHUSETTS 
Me 
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200 Amp. 250 
Volt Buss Super- 
Lag Fuse com- 
pared to old type 
Fuses. 


Electrically 


Lag plates are attached 
to the center of the link. So 
that these lag plates do not 
increase the carrying capac- 
ity of the link too much, 
an extra reduced section is 
provided in the center of 
the link. As a result the lag 
plates serve only to conduct 
away and temporarily store 
some of the heat generated 
in the weak spots, so that it 
takes a longer time to get 
the weak spots heated suf- 
ficiently to blow. 


Thus a time-lag far supe- 
rior to any other fuse is ob- 
tained. 


To Save the User Money 


N the every day operation of an electrical circuit 

there are bound to occur many temporary overloads 
which in themselves would not be harmful to wiring 
or equipment and would not cause an interruption 
of service. 

When fuses blow needlessly on such harmless 
overloads, because of a short time-lag, they cause 
unnecessary and costly shut-downs. 

By increasing the time-lag—the time required to 
blow the fuse—-BUSS SUPER-LAG Fuses safely 
carry many of these temporary or harmless overloads 
without blowing. Yet the design is such that they 
give positive protection against dangerous overloads 
and short-circuit conditions superior to that of any 
other fuse. 

By reducing the number of needless blows BUSS 
SUPE R-LAG Fuses increase operating efficiency. 
No longer need machines stop, workmen stand idle 
and production cease because a fuse blew due to 
short time-lag. 


GLANCE AT THE CHART 


An indication of what BUSS SUPER-LAG Fuses 
mean to the user because of their superior time-lag 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


can be seen from the chart on the left which shows 
how they compare with others. This chart is based 
upon tests made by the Electrical Testing Labora- 
tories of New York and reported by them on August 
25th, 1930. It shows how a 200 ampere 250 volt 
BUSS SUPER-LAG Fuse compares with other fuses 
at 100% overload. 


30, 60, 100, 400 and 600 ampere sizes show similar 
results. 


TO MAKE MONEY FOR YOU 


Because users have for years felt the need of a 
fuse witha SUPER TIME-LAG 
and 
Because of the outstanding advertising and sales 
campaign put behind this latest development in 
Electrical Protection:— 


You can turn BUSS SUPER-LAG Fuses into sales 
for your house by calling them and their outstand- 
ing performance, in service, to the attention of your 
customers. 

If you need more information or help in landing 
some specially hard account ask the BUSS Repre- 
sentative in your territory. He’s at your service. 





FUSE 








